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Featured in this issue: 


Local news on film 


wins high ratings 
in all markets 


See page 41 





Re difference between inconsistent 
and Meulcr advertising. ne 
For year ‘round results... 


_ Sell ‘em ona 


= ear SG >) Ne e, 
SP . ‘WAGA+ WAGA-TV == WGBS - WGBS- ~ KPTV 
f Atlanta, Ga. Miami, Fla. Portland, Ore. 


WBRC + WBRC-TV WIJW - WXEL-TV 
Birmingham, Ala. Cleveland, Ohio 


BOB WOOD, National Sales Mgr. 
200 Ut Aion Ave., Chicago 1, FRanklin 2-6498 
Utter 1-8689 
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From the pages 

of The 

Saturday 

ee] Evening 


— 


2 teen a nes 


=a POST 


comes a 
powertul 
dramatic 

NEW 

TY Series 


CRUNC 


For more than 17 years, millions of Saturday Evening Post readers 
have looked forward eagerly to the appearance of each new CRUNCH 
and DES adventure story by best-selling author Philip Wylie. 


Now, millions more will await each new television adventure of these 
two favorites... Crunch, captain of the charter fishing boat “Poseidon,” 
and Des, his mate. Each week a completely new story . . . new people 
... new action, romance, suspense, comedy, drama .. . all spectacularly 
filmed by RKO-Pathe in Bermuda. 
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and DE. Sas, 


Forrest Tucker, Hollywood star with more than 70 top 
pictures to his credit, stars as Crunch. Everything about this 
series of 39 exciting half-hours bears the mark of sure success 
... Stories, author, star, production, location, promotion. Sign up 
CRUNCH and DES for your markets today. Write, wire or call. 


NBC FILM DIVISION 


serving @lf sponsors .. . serving aif stations 


30 Rockefeller Plaza, New York 20, N. Y. Merchandise Mart, Chicago, Ill. Sunset & Vine, 
Hollywood, Calif. In Canada: RCA Victor, 225 Mutual St., Toronto; 1551 Bishop St., Montreal 
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NO SELLING CAMPAIGN 


IN THE SAN FRANCISCO AREA 







WESTINGHOUSE BROADCASTING COMPANY, INC. 


SAN FRANCISCO, CALIFORNIA 





iS COMPLETE WITHOUT... 








nae 


WBZ-WBZA « WBZ-TV, Boston 
KYW © WPTZ, Philadelphia 

KDKA © KDKA-TV, Pittsburgh 
WOWOD, Fort Wayne 

KEX, Portland 

Represented by Free & Peters, Inc. 
KPIX, San Francisco 

Represented by The Katz Agency 
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Letter from the Publisher 


Reporting Revolution 


Jack Gould in a recent column in the Sunday New York Times 
decried the absence of commentators on television. The disappear- 
ance of such radio stalwarts as H. V. Kaltenborn, Elmer Davis, Ful- 
ton Lewis, Jr. bringing their interpretation of the news was pointed 
out as a great gap in the news coverage by tv. 

The point that Mr. Gould seems to miss is that television is not 
only a different medium from radio, but that it had actually revolu- 
tionized news reporting. As TELEVISION AGE pointed out in its 
November issue, in tv it is possible to show the actual happening 
rather than the mere description which at best is only as good as 
the man who writes it. Television transports the viewer to the scene 
—lets him see with his own eyes and hear with his own ears the news 
being made. Elmer Davis himself has commented on the difference 
between radio and television. “In television,” Mr. Davis has said, 
“there is very little need for the middle man to interpret the events. 
In radio it is a basic part of news reporting and analysis.” 

Certainly the viewer needed no interpretation of Frank Costello’s 
testimony before the Keefauver Committee or of the parade of wit- 
nesses and wrangling that went on before the McCarthy hearings. 

Television has put the viewer front and center at these events and 
has enabled him to do his own interpretating. 


News Services Expanding 


On the local level the stations have expanded their news services 
and, as our story on page 41 points out, are every day learning new 
techniques of television journalism. 

Realizing the tremendous audience potential in good news presen- 
tation, the stations have become more adroit in weaving the material 
from the national news services with their own local news on film. 
Good local news presentation is expensive to produce. Speed is an 
essential commodity. Cameramen come high. Film and film pro- 
cessing equipment runs the cost up. But those stations that have gone 
in heavily for local news have found that it has paid off in provid- 
ing an important public service, good basic programming, high 
audience ratings that have attracted prestige sponsors. 

A word should be said for the working newsman in tv. He is a 
new breed. Much more than a reporter, he is a combination of cam: 
eraman, news editor and picture layoutman with imagination. He 
represents the new look in television journalism. 


Cordially, 


WGAL-TV 





Channel 8 Multi-City Market 





LANCASTER, PENNA. 
NBC and CBS 


Just as a fingerprint is distinc- 
tive for its individuality, the 
WGAL-TV Channel 8 market 
is distinctive for the unique 
advertising opportunities it 
offers you. It is a multi-city 
market—stable and diversified 
—where 314 million people 
have 912,950 TV sets and 
spend $5 BILLION each year. 








Channel 8 Muiti-City Market 











Harrisburg Reading 
k Lebanon 
Hanover Pottsville 
% Gettysburg Hazleton 
Chambersburg Shamokin 
Waynesboro Mount Carmel 
Frederick Bloomsburg 
Westminster Lewisburg 
Carlisle Lewistown 
Sunbury Lock Haven 
Martinsburg Hagerstown 





STEINMAN STATION 
CLAIR McCOLLOUGH, PRES. 


Representatives: 
MEEKER TY, INC. 
New York Chicago 


Los Angeles San Francisco 
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If you have trouble identifying these people there 
are more than 40 million of your fellow citizens 
who can do it for you. 


Each of them became famous faster perhaps than 
anyone else in history. Outside the intimate circle 
of their families, friends and neighbors no one had 
ever heard of any of these people until a Tuesday 
night at 10 o’clock. Thirty minutes later each of 
them was known throughout the United States. 


They became famous so fast for one reason—the 
phenomenon of television, and more specifically, 
a phenomenal television program. 


Today television is the shortest distance between 
obscurity and fame. This popularity applies not 
only to people, but to the products they use and 
the companies that manufacture them. 


Many of these companies are convinced that CBS 
Television is the quickest path to popularity in 
all television. They know that day and night CBS 
Television broadcasts the majority of the most 
popular programs. They know too, that on the CBS 
Television Network they can reach their custom- 
ers at a far lower cost per thousand than on any 
other television network. These facts may help to 
demonstrate why the largest single advertising 
medium in the world today is CBS TELEVISION. 





















Florida. 


to the nation... 












. ay First 
elevision Station 
100,000 WATTS SNOW, SLEET, HAIL AND ICE? 
,000 FT. TOWER 
. 
tbeniinited Untinnaity Not In Sunny Florida!! 
by Free & Peters, Inc. : 
More and inore network producers and adver- 
tisers are finding that a Florida setting adds 
glamour to the program and points to the RAT- 
INGS. 


Plan now to originate your show from fabulous 
Florida by using the facilities of Miami's Channel 
4. WTVJ has the personnel, equipment and ex- 
perience to assure you of quality service. 








Basic Affiliate 
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FOR A HAPPY PRESENTATION 





The joy of accomplishment is a universal happiness. tc 
Especially in the case of a film which is your creation, born 7 
out of hard work and careful planning. 


Because Precision’s staff of specialists adds its own 
creative efforts to yours by the use of specially designed 
equipment, and by careful handling and intelligent timing — 
you might say we are fellow creators, working with you 

to bring out all you've put into the original ...Yes, 

and maybe more! 


So, when you turn those 16mm dreams into 
realities, be sure to call upon Precision for the accurate, sound 
and exact processing your films deserve. 

Remember: Precision is the pace-setter in processing 

of all film. No notching of originals —scene to scene 
color correction, optical track printing, 

all are the very best... 35mm service, too! 









you'll see ‘a and hear 





Ft 


t(ABDORATORIE S 


inc 


21 West 46th Street, New York 36, New York 


A DIVISION OF J A. MAURER INC 


In everything, there is one best . in film processing, it's Precision 
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BILL WILLIAMS 
Adventures of 


KIT CARSON 


Atlanta (ARB) 
Dayton, 20.2 (ARB) 
Rockford, 26.2 (ARB) 


CHARLES BICKFORD 


RAY MILLAND MAN BEHIND 
THE BADGE 


Toledo (Videodex) 
Philadelphia, 20.9 (Pulse) Kalamazoo-Grand Rapids, 37.6 
Tulsa, 23.4 (ARB) (Videodex) 


Birmingham, 28.3 (Pulse) 











GUY LOMBARDO pp sincon's 


FIRST 
SMC Kani te CHOICE 


30.8 34.4 FOR 


Birmingham (Pulse) Pittsburgh (ARB) 


Pittsburgh, 40.9 (Videodex) St. Lovis, 28.7 (Videodex) y 
Shreveport, 29.4 (ARB) Buffalo, 26.4 (Videodex) A ct 





Choose your rating service — ARB, Pulse, 


WESTERN FEATURES WESTERN FEATURES Videodex. One thing you'll find they all have 
STARRING STARRING 


GENE AUTRY ROY ROGERS in common: Film shows syndicated by 


MCA TV are top-rated* everywhere. 


Big audiences that spell big sales for you! 
21.9 22.2 





” . 
Phoenix (ARB) Phoenix (ARB) September-October, 1955, ratings are shown. 
Columbus, Sat. AM, 12.9 (ARB) Boston, Sat. aft., 13.9 (ARB) 
y Indianapolis, Sat. AM, 11.6 (ARB) Houston, Sat. Noon, 14.9 (ARB) 


For both Western features: 27:1 weekly cumulative 
rating in L. A. Lowest cost per 1000 homes per 
comm'l mingte in TV film programming —42 cents! 


PAUL HARTMAN 


PRESTON FOSTER FAMOUS PRIDE OF THE ROD CAMERON 


WATERFRONT PLAYHOUSE campy CITY DETECTIVE 





40.5 45.8 44.2 36.2 


Norfolk (ARB) 
Charlotte (Pulse) New Orleans (Pulse) ~ Buffalo (Pulse) 
" Son Francisco, 21.4 (ARB) Dollas-Ft.Worth, 26.0 (Videodex) epics” ue 26.0 Columbus, 22.7 (ARB) 
Toledo, 36.4 (Videodex) Atlanta, 16.6 (ARB) on, ery" > New Orleans, 39.0 (Pulse) 


new show—pre-syndicotion 
network ratings shown 










AMERICA’S 
Phone, wire or write 


your MCA TV office 
for your audition 
print today! 


Serving you with 
30 offices in 
principal cities 


















ARK Th 


Christmas 


UPPERMOST 


Gye List 


FOR KARK-TV ADVERTISERS .. . 


¥ FULL POWER 
¥ HIGH TOWER 


¥ TOP SHOWS OF NBC 


J QUALITY 
LOCAL PROGRAMS 


¥ BIGGER MARKET 
¥ COLOR FACILITIES 


























FULL POWER KARK-TV delivers your sales message with BIGGER MARKET KARK-TV’s new power and tower carry 


maximum power—a full 100,000 watts on channel 4. your message to thousands more viewers—to almost all of 
HIGH TOWER KARK-TV’s new antenna is one of the tallest Arkansas. Here’s the 100 mv/m contour coverage: 
in the South—1,693 feet above average terrain, 1,807 . KARK-TV State Total 
above ground. Counties ey. OLE os at 44 75 
aR AS 1,038,800 1,892,000 
TOP SHOWS OF NBC KARK-TV, now as before, is the Households ...................... 290,100 527,100 
only exclusively NBC station serving Arkansas. And the Effective Buying Income $1,024,507, $1,807,618,000 
great list of shows featured by NBC this year will increase tall SANG 2.5528: 724,199,000  1,399,040,000 
the Pulse-proved audience lead of KARK-TV. Gross Farm Income ........ 218,119,000 528,901,000 


So : 1955 Sales M it Si f Buying P. 
QUALITY LOCAL PROGRAMS KARK-TV’s “home-grown” — Bree ee 


shows are also top-rated. Specialized local programming 

such as Pat’s Party for the children, and News Final, with COLOR FACILITIES KARK-TV is now equipped with full 
KARK-TV’s award-winning cameramen, are favorites network color facilities—will carry all of the season’s 
throughout the state. NBC color spectaculars. 


ARMA / Chaunel F 


Your license to succeed 
in the Land of Opportunity 


LITTLE ROCK, ARKANSAS 





See Your Petry Man TODAY ! 
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HOMETOWN NEWS 


Local coverage on film 
boosts ratings everywhere 


EXCLUSIVE INTERVIEW 


Oliver Treyz 
reports on TvB 


THE RIGHT TIME, THE RIGHT PLACEMENT 


Bulova watches its spot advertising 
clock a $7-million broadcast total 


FURNITURE AND HOME FURNISHINGS 


No. 6 in a series 
on product successes 


DIAMOND IN THE RUSHES 


Screen Gems’ management proves 
as good as its film programs 


MULTIPLE-SET HOMES 


A special Pulse study compares 
San Francisco with New York 


NEWS DIRECTORS 


A listing of news executives 
for all commercial tv stations 





Cover: Anthony Saris 


DEPARTMENTS 


7 Publisher’s Letter 
Report to the readers 


19 Tele-scope 
What's ahead behind the scenes 


23 Business Barometer 
Measuring the trends 


31 Newsfront 
The way it happened 


57 Film Sales 
The month’s contracts 


61 Washington Memo 
The uhf problem 


67 Wall Street Report 


The financial picture 


69 Spot Report 


Digest of national activity 


78 Network Schedule 
The December line-up 


93 Set Count 
Market-by-market figures 


97 In the Picture 
Portraits of people in the news 


100 In Camera 
The lighter side 












Market 


763,300 Pop. 


Serving Southern 


OVER 1% MILLION Consuming 


New 


Markets alone, will get impact 
from your advertising on: 


New Engl 


and’s 





PLUS 
Metropolitan 
Worcester 


Metropolitan 
Fall River 
140,300 Pop. 


1,281,102 


Total Population 



















PLUS 
Metropolitan 
New Bedford 


141,500 Pop. 


Englanders, in these 4 


WJAR-TV 


DOMINANT 


NBC BASIC for Southern New England 


Details on BIG 10’s BIG Market 


Coverage from any WEED TELEVISION office. 
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Your 
Christmas 
Bonus! 





$479,276,000.00 


WFAA-TV's big stick that packs a selling punch is responsible 
for this bonanza which is available to all who advertise in the 
Dallas - Ft. Worth market. 

The $479,276,000.00 bonus is the ‘increase in Effective 
Buying Income in Channel 8’s new Grade “B” contour, 
alone! 

Altogether, a fabulous new buying power of $3,477,072,000.00 
(no, the decimal point is right). A market where retail sales hit 
$2,582,192,000.00 in the past twelve months. A chance to put 
1,864,000 free-spending Texans under your thumb. 

And, we went UP to reach them for you! In fact, 1,521’ 
skyward (1,685’ above average terrain) with Texas’ tallest 
tower, shooting a 316,000-watt selling signal into every nook 
and cranny!* 








WFAA -TV 


"8 + ees 





*Target Date: December 11th 


RALPH NIMMONS, Station Manager 
; EDWARD PETRY & CO., National Representative 
; Television Service of The Dallas Morning News 
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444 Madison Avenue, New York 22 


Appreciation 
I read with appreciation your kind 


comments about me in the October 

issue of TELEVISION AGE and wanted 
to thank you. 

Rosert E. Lee 

Commissioner 


FCC 


Most Suited to Needs 
I recently requested, and have now 
received, a sample copy of your maga- 
zine. Of all the periodicals in the tele- 
vision-advertising field it seems the 
mest suited to the needs of a spot- 
commercial film production company 

which I am forming. 

Rosert J. GREENSFELDER 
President 
Kinesis Inc. 
San Francisco, Calif. 


Cabell’s Best Month 

. the spread on the use of tele- 
vision by Cabell’s (“A full scoop of 
television,” TELEVISION AGE, October, 
1955) was excellent . . . only one 
comment. Mr. Cabell’s first name is 
spelled Earle, not Earl. By the way, 


we have just replaced Waterfront with 





Highway Patrol in the same time slot | 


and are looking forward to continued 
success. It’s still paying off along with 
other media. Cabell’s enjoyed the larg- 
est month in their history on milk 
sales during the month of September. 
James H. Susonc 

James H. Susong Adv. Agency 
Dallas, Texas 


Read All Over 
Thanks . . . for your flattering story 


about me in your October issue. The 

number of people who have commented 

on it indicate that you fellas are being 
read all over. 

Jacos A. Evans 

McCann-Erickson 

New York City 


Real Need 
Your magazine fills a real need and 


is a valuable aid in meeting the varied 

demands of the television industry. 
Rosert L. STONE 
General Manager 


WABC-TV New York 


Omnibus Article ‘ 
We enjoyed reading the (Omnibus) 


article not only because of our asso- 

ciation with the program but also be- 

cause it always gives us pleasure to 

see this fine show receive the credit 
which we feel is its due. 

J. C. Hirst 

Radio-Television Manager 

Scott Paper Co. 

Chester, Pa. 

(Continued on page 20) 











Television Age 


(} I enclose payment. 





Please enter my subscription for: 
[] one year $5.00 
[] two years $8.00 


i a ee 


DENS ca). 5.2 5 eds an 0% cee eo 


444 Madison Avenue 
New York 22, N.Y. 

















DOROTHY 
5 HANLEY 
™ Radio and 
— TV Timebuyer 
MacManus, 
John & Adams, 


Inc. 


= 4 



















A FACT ABOUT 
CONNECTICUT 
TELEVISION ... 


“Being the dominant 
station in the Con- 
necticut market, by 
every method of au- 
dience measurement, 
should be 
enough to place your 


reason 


buying confidence 
in WNHC.-TV. It’s 
enough for me!”’ 











COVERS CONNECTICUT COMPLETELY 
316,000 WATTS MAXIMUM POWER 
Pop. Served 3,564,150 - TV Homes 948,702 





represented by the katz agency, inc. 











Channel 8 « Television 
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OMEN 
Believe 
















BECAUSE she is a college “home ec” graduate, wife, 
mother and (youngish) grandmother. 


BECAUSE in a area where agriculture is king, she 


Because they | ‘ Sonal spent several years as 4H Club leader. 
Cook WOW-TV Land women BECAUSE she had practical retail selling experience as 
buy the products she air-sells. department manager in one of Nebraska’s biggest stores 
Some of her success stories: BECAUSE she is with a Meredith station and has access 
to the files of BETTER HOMES AND GARDENS 
ei ro a One © sales and SUCCESSFUL FARMING magazines. 
: BECAUSE she has been a radio and television broad- 
A Chinese food gained 40%. caster in the Midwest for many years. 
A canned vegetable gained 15%. 








| A canned pie filling sold 11 
carloads in 120 days. 


FRANK P. FOGARTY 
Vice President and General Mgr. 








CHANNEL 





590 ke. | 
css 








Represented by KATZ AGENCY INC. JOHN BLAIR & CO, BLAIR TV, INC. 
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WHAT'S AHEAD BEHIND THE SCENES Te , e 2S C © Dp ¢ 


Can Promotion 

American Can Co.’s tv tie-in with soft drink canners 
who use Canco’s container, Miracan, will continue into 
56 for at least three months and possibly six. Under the 
Canco co-op plan, American Can pays 25 per cent of tv 
time costs to its customers who feature Miracan in their 
spot announcements. Dr. Pepper is currently doing this 
on the west coast and Nehi in southeast markets. Canco is 
handling this campaign directly together with Roth Bros., 
a mass marketing promotion firm in Chicago. Whitney 
King, manager of sales promotion at American Can, and 
Sidney Roth of Roth Bros. are the contacts. 


Rank Films Strengthen ABC-TV 

ABC-TV network intends to use the 100 J. Arthur Rank 
feature films it bought for $1.5 million to strengthen its 
pre-Mickey Mouse Club programming. The British-made 
films will be slotted across-the-board from 3:00 to 5 p. m. 
The format is not settled except there is to be a live host, 
possibly Allyn Edwards who now fills that role for ABC’s 
Sunday night Rank-supplied Famous Film Festival. 


Syndication in Non-ABC Markets 

Just when, how many and in what way ABC Film Syn- 
dication will sell the 100 Rank Films is not yet determined. 
But it is expected that the Film Syndication division will 
sell the films in markets not covered by the network. 


Falstaff Gaining 

Long a heavy user of tv spot, Falstaff Brewing Corp.. 
might end up in fourth place among the nation’s brewers 
in barrel output for 1955. A regional beer distributor, 
Falstaff jumped from eighth in production in 1952 to sixth 
in 1954. This year, although it covers only 35 per cent 
of the markets, the St. Louis company hopes to reach a 
total of 3.7 million barrels, almost equalling last year’s 
output of third place Ballantine. 


Firestone Plans Tentative 

Media plans for The Firestone Tire and Rubber Co.’s 
new but unidentified product are still tentative, according 
to the word from Foote, Cone & Belding, N. Y., recently 
appointed to handle the campaign. However, the company 
will use all media with tv very likely getting a good share. 


Ziegfeld Color Showcase 

NBC-TV will spend close to $2 million to make New 
York’s Ziegfeld Theatre its showcase for all-color tele- 
casts. The project is slated to be finished Sept. ’56 but it 
is hoped that a few tryout shows will play the Ziegfeld 
during the summer. 


New Screen Gems Series 
Two new half-hour film series, Emergency and Mystery 
Theatre, have been added to the Screen Gems, Inc. list. 





Score 98.7% 


Total revenue from television time sales for 1954, 
according to the official FCC report just released, 
was $538 million. TELEVISION AGE, projecting the 
figures from its exclusive Business Barometer month- 
by-month report on television business, had esti- 
mated (“Fall Spot Outlook,” July 1955) total tele- 
vision revenues from time sales at $531 million. The 
magazine’s score (erring on the conservative side) 
was within 1.3 per cent of perfection. 





(see “Diamond in the Rushes,” page 50) Emergency will be 
based on case histories in the files of various hospitals in 
the country. Mystery Theatre episodes will be taken from 
over 3,000 mysteries written by members of Mystery 
Writers Association of America. Screen Gems plans to offer 
both properties for network sale. Pilots for the two series 


should be ready March °56. 


Jergens Switch to Network 

In a last minute switch Andrew Jergens Co. through 
Robert W. Orr dropped its 60-market spot campaign to 
take on one-third sponsorship of NBC-TV’s new Sunday 
night comedy hour starting Jan. 8. Other sponsors of the 
show which replaces Colgate-Palmolive’s Variety Hour are 
Avco Mfg. Co. through Compton and Williamson Tobacco 
Corp. through Ted Bates. 


Foote, Cone & Belding Appointment 

Firestone’s appointment of Foote, Cone & Belding to 
handle one product can mean that the agency is slated 
eventually to get more or even all of the company’s over- 
$4-million billing. 


Animated Yule Greeting 

Chad Associates, Inc., producers of animated commer- 
cials in New York, plan a novel Christmas greeting. The 
company is trying to place a 10-second station break over 
a New York station on Christmas Eve. In that way it will 
send its holiday greeting, using, of course, an animated 
spot. 


Philip Morris Extension 

Biow-Beirn-Toigo has plans to increase and extend the 
Philip Morris tv spot coverage all mapped out and ready to 
buy. But the big question is when. The go-ahead will be 
given only after the company takes a look at the latest sales 
figures for this year. The rate of increase and extension of 
the present schedules will be determined by rate of increase 


in PM sales. 
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Michigan's 


“BIG SELL” 


Station 


WWTV 


VHF Channel 13 


* BIG IN PROMOTION 


Active Promotion that Pays 
Dividends For BIG Sell Sponsors 


* BIG IN MERCHANDIS- 
ING 


Profitable Retail Tie-Ins Through 
Monthly “WWTV Merchandiser” 


* BIG IN TOWER 


Michigan’s Tallest—1,282 Feet 
Above Ground 


* BIG IN COVERAGE 


42 Counties—311,957 Sets 
(RETMA 5-27-55) 


* BIG IN PROGRAMMING 


Top Network and Syndicated 
Shows Plus Outstanding Local 
Live Programs 


* EVEN 
BIGGER in 

- SALES of '% 
SPONSORS’ 
PRODUCTS 


Wwwtitv 


Serving Michigan from Cadillac 
Sparton Broadcasting Co. 


CBS - ABC 


Represented Nationally by Weed 
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Letters ‘Cont'd from page 17) 


Keeping in Touch 

I have been a regular reader since 
the very first issue and find your maga- 
zine invaluable in keeping in touch 
with American television. Being a 
regular reader I feel I can walk into 
a Madison Avenue office today and 
start talking shop with the executives 
without letting out that I’ve been away 
from New York City for more than 
two years. 

Japanese commercial television . . 
going through tremendous growing 
pains, and I personally fear that we 
will keep on suffering for some time 
to come. 

Harry YONEDA 
Tokyo, Japan 


Helpful 
I would like to . . 
how very much I have enjoyed read- 


. let you know 


ing your publication over the past 
several years. The articles are always 
well handled and provide much help- 
ful information to the tv operator. 

Your recent series of articles listing 
product success stories of groups of 
television advertisers such as bakeries, 
dairies, banks, etc., have been ex- 
tremely interesting. | have found them 
to be an excellent sales tool in lining 
up new accounts in this brand new 
television market. 

Do you have any reprints of these 
articles available? This series should 
prove a great help on selling television 
on the local level. Keep up the good 
work! 

Cuarces R. WHITE 
General Manager 


KLEW-TV Lewiston, Idaho 


Dairy Reprints 

We read your article “Dairy Magic” 
in a recent issue of your publication 
and note at the bottom you state, “For 
other successful uses of tv by dairies 
see ‘Dairies and Dairy Products’ Aug- 
ust, 1955.” Would it be possible to 

send us reprints of that article? 
H. M. Gross 
H. M. Gross Co. 
Chicago 1, Ill. 
(Continued on page 29) 











An‘ Island Market’ 





Serving 
SOUTH BEND - ELKHART 


1S? in Home Ownership 
1S? in Per Family Income 


1st in Per Capita Income 


Sales Management 1955 


FIRST IN THE STATE! 


Rediscover this valuable 
growing midwest market. 


* Total UHF sets . . . . 176,700 
* Total Families . .. . 206,600 
* Total retail sales $783,927,000 


* Total effective buying 
income... . $1,165,620,000 


ie 


WNDU-TV 


46 


Represented Nationally by 
MEEKER TV 
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THE BOSTON SUNDAY POST 
PROCLAIMS 


WMUR-TV 






MAXIMUM 
POWER 


in December with a 


Since 1948 viewers in the greater Boston — unr 
area have been limited to two VHF Stations GRADE A SIGNAL 


and Two program selections in the Nation's 


Now WMUR-TV 5 LARGEST 


TV Market 


Provides Exclusive Service For 





Wedmeoday Night Fights... .ccccccccsesccccscsccccs ABC 
Lawrence WE cccccccccccccscnsasbesseccsccavss ABC ‘ 
es ie Pee, ...cce ec dhseneenaen ets oa een ABC « LIV: anal & , . iJ 
Velice of Firestome. .. 1... cece cccccsccesessscces ABC a od Sat gate fy ove r Sealine in Wa = CyY= : 
i en -. a. ee os ebb eee eal aa eds tawee ABC e bi, een me : Bian by Bat | wpe Fg i> stars of the Bethy hash Show. 
Person Oe POWROMs ccc ccc scccccsccescscensveseces CBS , . : J ‘ wi . ‘hn shew ie saan erury Mmdoy ot Py 
Retiemfate Football ...ccccccccccecscccccssccccce CBS - ” - 
a. es Mae Pentel. svcsnadewe gaes'cessisvecc DUM ao rae, eee ma “ 
Bais ied Po es de et Rae ee a 











PLUS 14 HOURS OF OUTSTANDING LOCAL “LIVE” 
PROGRAMMING FOR THE BEST TV BUY 


call your Weed Representative or Gordon Moore, WMUR- 


TV National Sales Manager, for current availabilities. 





Norman A. 


Gittleson 


Bescativ CHANNEL 9 


Vice President 


and General 
Manager MANCHESTER, N. H. 
ABC 
AFFILIATE 
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86.1% satuRATION 


According to latest figures available (county by 
county) in the recent Television Magazine Market 
Book, the total set count of WHIO-TV 511,310 


Families in area 59 3, 200 
Population 19 70,000 


The 1104 ft. tower, Maximum power, 
covered 37 counties; 26 Ohio, 11 Indiana 


Retail sales for this area $2,1 61 Pp 41 ,000 
See George P. Hollingbery! 





CHANNEL / DAYTON, OHIO 
ONE OF AMERICA’S GREAT AREA STATIONS 


*1955 Consumer Markets 
**June, 1955 Pulse Report 








Business barometer 


Television billings zoomed upward in September, showing more strength in every 
division than in 1954 and putting national spot 52.3 per cent above its 
position in September last year. 





The TELEVISION AGE BUSINESS Barometer, now in its 24th month as exclusive industry 
reporter of month-to-month trends, shows local billings in September 
up 9.9 per cent, as compared with August; national spot up 16.2 per cent, 
and network up 8.2 per cent. 





The national spot increase of 16.2 per cent may be compared with the 9-per-cent 
increase for the same month last year. Spot has been a remarkable 





LOCAL SPOT NETWORK 


comparing September billings with August: | -+-9.9 +16.2 +8.2 


Aug. Sept. Oct. Nov. Dec. Jan. 1955 Feb. Mar. April May June July Aug Sept. 


| 





Oct. 1953 
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performer throughout 1955. This is the third straight month spot has 
registered an increase after a decline in spot billings in June. 


In fact, spot has increased in every monthly report in 1955 except for January 
and June. Last year over the same period, January, June, July and August 
all showed declines for national spot. 





The national spot comparative record for the two years shows that January 1955 
was down —3.2 per cent, aS compared with the previous month; in 1954 
the percentage was —7.4; February 1955, 7.1; 1954, 4.8; March 1955, 
12.4; 1954, 14.2; April 1955, 0.5; 1954, 0.3; May 1955, 3.8; 1954, 6.7; 
June 1955, -6.9; 1954, -5.2; July 1955, 1.0; 1954; -9.3; August 1955, 
2.4; 1954, -—3.4, and September 1955, 16.2; 1954, 9. 





Checking this record more closely it is apparent that national spot began 1955 
at a slightly stronger clip than 1954 but slackened off by March to 
show less vigor than last year. May was not as good a month for spot 
this year as it was a year ago, nor was June, but by July 1955 national 
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Business barometer consinuec 





spot had begun to develop the strength which has continued since that 
time. 


Network billings, too, are showing strength in September slightly ahead of that 
a year ago. This 1S worthy or note because it is only the second month 
this year in which network billings have been stronger, comparatively, than 
they were in the same month a year ago. 





As had been pointed out in previous Business Barometers, this seemed to indicate 
that network billings were leveiting orr as compared with previous years. 
The strength in September 1955, with a gain of 8.2 per cent, was only 
Slightly greater than the September 1954 gain of 7.7 per cent. 





The other month in which network billings were slightly stronger this year was 





July, when 1955 showed a decline over June of only —0.7 per cent. The 
drop for July in 1954 was —3.6 per cent. 


Local business, too, was good in September, with a 9.9=-per-cent increase over 
August, aS compared with 5.Y per cent in the same month a year ago. 





Local has averaged stronger in 1955 than it did in 1954, according to the Business 
Barometer reports. Going back to the first of the year the comparisons 
run as follows: January 1955,-—6.5 as compared with the previous month, 
in 1954 the percentage was —10.1; February 1955, 1.7; 1954, 1.6; March 
1955, 15.9; 1954, 14.3; April 1955, 1.7; 1954, 7.5; May 1955, 2.9; 1954, 
2.3; June 1955, -6.4; 1954, -—4; July 1955, -—0.1; 1954, -—7.2; August 1955, 





NETWORK 


LOCAL SPOT 
increase from September 1954 to September 1955: (a) 452.3 (ae) 


—-1.9; 1954, -2.2, and September 1955, 9.9; 1954, 5.9. 





All of these comparisons can be followed more easily on the comparative billings 
chart above. 





The increase in television billings totals over the one-year period are indicated 





in the second chart which shows that the increase from September 1954 
to September 1955 was 26.4 per cent for local, 52.3 per cent (as mentioned 
above) for national spot and 32 per cent for network. 


Business Barometer figures are based on the reports of cooperating stations of 





all sizes in all parts of the country. These stations send their 
percentage changes to Dun & Bradstreet each month. The Wall street firm 
then tabulates the national percentages for TELEVISION AGE. 


The magazine editors analyze these percentages with the help of their consultants. 





In September few stations of any size reported declines in any of the categories. 
Perhaps the largest group of declines was that in the local billings 
of medium sized stations, those in the annual billings classification 
of about $2 million. But even here the declines were by no means 
unanimous. A number of stations in the category reported good gains for 
the month in local billings. 





In national spot the increase in billings was nearly universal except for some 





of the smaller stations, those under $750,000 in annual billings. But 
here again many stations reported gains equal to the national average 
even though a few stations reported losses in the national spot category 
for the month. 


Only a scattered few of the stations in larger billings categories reported 
national spot losses. 





In network billings most stations reported gains for the month. 
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make your film programs 


produce “Ll VE ” adore interest 


Wien your film programs have the “‘snap”’ and realism characteristic 
of “‘live’’ pick-ups, you have a client benefit that sells itself and pays 
off handsomely. If you can achieve picture quality which will make it 


dificult for a television viewer to know whether the program coming 





into his home is “live” or “on film,” you’re in business! 


s possible to do just this with good black and white films—simply 


by replacing outmoded equipment. 


Studio realism— 
highest picture quality 


RCA’s TK-21 Vidicon Film Camera is the 
answer. This improved equipment offers 
all the dimension associated with “live” 
programs, provides studio realism and 
highest picture quality. It’s so life-like, 
the viewer gets the impression that the 
show is being presented in the studio just 
for him! Thus, the spot advertiser is 
offered the psychological advantage of 
“live” programming at the low cost of 
film. Competitively, this is your bread- 
and-butter business and its growth will 
be measured in direct proportion to 


its effectiveness. 


Engine’. 






A check of some of the more technical 
advantages shows why the TK-21] Film 
Camera is a station’s best investment for 


extra profits ... 


“Live” picture 
sharpness 

The TK-21 is the only film system with 
enough signal output to use aperture 
correction to bring picture detail up to 
maximum sharpness (detail resolution 
100% at 350 lines) with a high signal 


to noise ratio. 


“Live’’ picture contrast 
The Vidicon tube is ideal for film repro- 


duction. It has unexcelled contrast range 





and assures realistic gray scale rendition 


over entire picture. This means you can 


get studio realism in your film pictures. 


Edge-lighting, shading 
eliminated 

The RCA Vidicon operates entirely with- 
out edge-lighting, electrical shading, or 
any other form of supplemental lighting. 
This camera virtually runs by itself. 
Used for finest quality reproduction of 
films or 
TK-21 


may be mounted directly to projectors 


monochrome motion picture 


slides in a television system, the 


or multiplexed. 
For complete information about the 
TK-21 Vidicon Film Camera, 


RCA Broadcast Sales Representative. 


call your 


RADIO CORPORATION 
of AMERICA 


— In Gnade: RCA VICTOR Company Unie, Morac) 
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cru Man of of Mystery! 


* SUSPE Every ad- 


: venture i fa thrilling ex- 
ecret di- 


and un- 
nd activ- 


| d 


NEW YORK 4 


filer tele) 
CINCINNATI 
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Sagebrush Shorty 


TOPS IN DETROIT 
SUNDAY DAYTIME! 


You may recognize the art work in this ad. It is the same we 
sed when Sagebrush Shorty started on WJBK-TV last spring 
But things are different! In 8 short months, Sagebrush 
Shorty, fresh from the plains of Texas, has taken over 
Detroit youngsters with a bang! In October's ARB, Sage and 


his Looney Tune*cartoons were Number One of ALL DAYTIME 





SUNDAY SHOWS in Detroit with a whopping 10.6, much to the 
delight of sponsor Schafer Bread. Now Sage has o new 


Saturday show, 10 to 1] A.M., ready for participation, plus 











5 ; 
two one-minutes available Sunday. Need we say more? ae / 
.* ‘ 
5 ‘\} 
yA \4 
s 7 
= 
Ly 
: Want to round up more sales than you ever dreamed possible 
> in this rich Midwest orea? Let Shorty rope and tie em for you 


as he has done so successfully for Kelloggs, Bordens, Dr 
Pepper, Keds, Hostess ice cream and many others, with his 
master handling of commercials on Detroit's CBS station with 
the 1,057-foot tower and all the far-reaching power of 
100,000 watts on Channel 2, serving 1,590,400 TV homes 


e 


WJBK-TV 


DETROIT 
CHANNEL 


Sl 


a 





Represented Nationally by THE KATZ AGEN( 
National Sales Director, TOM HARKEI 
118 E. 57th, New York 22, MURRAY HILL 8-86) 





Letters (Cont'd from page 20) 
Food Revenue Substantial 
AGAIN Food retailers are coming to be a : 
eee very substantial source of local revenue - 
in the industry generally and to us in 


WREX-TV particular. 1 think it showed good 4 ——— 
eaitorial judgment to do a story on j 


the category. Let’s hope our progr-ss 


e cf 
Dominates this in this field continues and that we 





might do an equally satisfactory job 


BILLION DOLLAR in the not too distant future for de- : \awami a” *orving 


1 partment stores. Ne FF ” NORFOLK 
market! WILLARD SCHROEDER Wri. 


General Manager . , NEWPORT NEWS 
WOOD-TV Grand Rapids PORTSMOUTH 


WARWICK 
WALL IES: 2 Ne, 


Grocery 


. your grocery article was very 





well done. .. . | would appreciate your 
sending us 50 reprints. We will make a 


—_. 





good use of them. 


= 
WituuaM E. Koerze ¢( 


WVEC.TV 


General Manager ‘. HAMPTON "age 
KFSD-TV San Diego A, 


yA 


Note: The series of product group success 

stories has now included: “Bakeries an: 

ee Bakery Products,” “Dairies and Dairy Prod 

e ucts,” “Banks and Savings Institutions,” “Dr 

m 15 Cleaners and Laundries,” “Groceries and 

all of t e€ top Supermarkets” and “Furniture and Home 
Furnishings.” Reprints of all of these articies 

once-a-week shows are available at 25c each, 20c in lots of 10 


or more. Write to Reader's Service, TELE- 


are on VISION AGE, 444 Madison Ave., New York 22. | © buy 


WREX-TV Coverage Maps : : WUVEC-TV 
—a aii . . . appreciated the insert ariicle on el eee % 
cr ow : 


$64,000 Question WREX 57.0 coverage maps by Millie Fulton which s e the num ae 
I've Got a Secret WREX Poy appeared in your October issue of 
be b~--4 =; | TELEVISION AGE. 

Ed Sullivan Show WREX 464 | Joe M. Baiscx e lowest cost — 
where Sar iain was ae wREx-TV Rockford, Il. per-thousand 
Make Room For , 

Daddy WREX 42.0 cai i dial ia ‘ue e a basic 

Racket Squad WREX 420 | Using Miss Fulton’s yardstick: NBC station 
ht - WREX =. 1—We show the Grade A but do not 
Disneylan . 

G. E. Theatre 40.8 label it. 

7. br 2—Antenna height not given. Noi 
Youll Never ‘ | necessary since coverage circles are 


Get Rich 39.8 given. 


Virginia market 


Onouranre 


3—Date is only inferred from 
AREA SURVEY BY PULSE, INC. : 


“source” credits. 
SEPT. 1955 


4—No mileage scale. 
I would say our score is about 90 


i> al channel 13 per cent. Wouldn’t you? 


ROCKFORD, ILLINOIS a oe 
CBS-ABC AFFILIATIONS oo ae 
WEAT-TV West Palm Beach 


(Note: Letter included a copy of the 
WEAT-TV coverage map.) 


H-R TELEVISION INC 
I wonder if we could get 25 reprints 


of the articles on pages 48 and 49 of 
(Continued on page 33) 


AVERY -KNODEL 
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want to do 


a landoffice 


business’? 


Maximum Power 
NBC BASIC NETWORK 


Try WSAZ-TV. Seems like there’s just 
about nothing this remarkable station 
can’t sell. Recently the Lehigh County 
Land & Trust Company bought itself a 
single spot announcement, presented at 
10:35 p.m. on a Wednesday night. It was 
aimed at getting people around our In- 
dustrial Heart of America interested in 
half-acre plots at Lehigh Acres — 850 
miles away outside Fort Myers, Fla. Cost 
per plot: $10 down, $495 complete. 

Almost before you could say “Lehigh 
land boom,” things began to happen. 
Within two days, this one late-evening 
message had brought 135 mail inquiries 
(plus 32 phone calls to WSAZ-TV’s Hunt- 
ington studios and 36 to the Charleston 
studios). In all, 240 prospective purchasers 
were heard from. 

Cost of spot: $150. Cost-per-inquiry: a 
down-to-earth 62 cents, which is mighty 
good for a $495 item of merchandise! 
(Small wonder, either, that the sponsor has 
renewed for another seven weeks!) 

Here again is proof that with WSAZ-TV 
you tap a five-state market loaded with lots 
of buying power—and ready to spend it for 
all manner of things. Within viewing range 
of WSAZ-TV, there's four million dollars 
of potential...and no other medium covers 
this whole area. Ask your nearest Katz of- 

fice to help plot you a 
profitable share of it. 


Huntington- ~—- 
Charleston, ) | ( also affiliated 


West Virginia . 0 with Radio 


CHANNELS > Stations WSAZ, 
| Huntington & 
affiliated ABC WGKV, Charleston 
a Lawrence H. Rogers 

Vice President & 

General Manager, 

WSAZ, Inc. 

represented 

nationally by 

The Katz Agency 
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ALL-OUT COLOR. The weight of a 
$12-million color facilities expansion 
in New York, Chicago and Los Angeles 
has been added to the RCA-NBC all- 
out color drive. 

The program calls for completion of 
the new facilities within a year and will 
enable NBC to double its present 40- 
hour monthly color schedule. The ex- 
pansion plan was approved by the RCA 
Board at the request of its chairman, 
Brig. Gen. David Sarnoff. It came only 
a few days after the announcement 
that NBC’s wnsg Chicago would be 
completely converted to color program- 
ming by April 15. It is expected that 


time, RCA and NBC intend moving 
ahead.” He pointed out that the com- 
pany has already spent $65 million in 
pioneering and developing compatible 
color. 

The development of WNBQ into an 
all-color station was announced at a 
precedent-setting, color, closed-circuit, 
split-screen, New York-Chicago press 
conference at which participants in 
either city could see and hear partici- 
pants in the other throughout the 
session. 

Taking part beside Gen. Sarnoff and 
Robert Sarnoff were Sylvester L. 
Weaver, NBC president; Charles R. 





CHARLES R. DENNY, GENERAL SARNOFF, SYLVESTER L. WEAVER, ROBERT W. SARNOFF 
NBC undertakes to break through the black-and-white curtain 


the Chicago station will originate some 
10 hours of color daily. 

The $12-million network investment 
will be divided as follows: $6 million 
to Hollywood for construction of a sec- 
ond color studio and other facilities; 
$4.75 million to New York for con- 
struction of a second color studio in 
Brooklyn and conversion of the Zieg- 
feld Theatre into a third color studio; 
$1.25 million to Chicago for conversion 
of WNBQ to color. 

Robert W. Sarnoff, executive vice 
president of NBC, in announcing the 
expansion plans said, “Even if others 
in the broadcasting and receiver manu- 
facturing industries continue to mark 


Denny, vice president in charge of 
owned stations, and Jules Herbuveaux, 
manager of WNBQ. 

In explaining the reasons that Chi- 
cago was selected for the first all-color 
station, Gen. Sarnoff mentioned its cen- 
tral location and its key position in the 
operations of the network. 

Urging stations to get into color, he 
said, “I am . 
the future of television lies in color. I 


. . firmly convinced that 


cannot emphasize too strongly the im- 
portance we attach to color.” 

Robert Sarnoff pointed out that “a 
total of 104 NBC stations already is 
equipped to transmit the color pro- 
grams originated by the network. This 


means that more than 90 per cent of 
all television homes are now within 
range of NBC network color signals.” 

Mr. Denny explained the plan to 
build Chicago color studios on the 19th 
floor of the Merchandise Mart where 
more than 50,000 feet of space have 
been leased. The station will be pro- 
vided with five color studio cameras 
and two color film cameras. 

In answer to questions Gen. Sarnoff 
revealed that RCA is selling sets “at 
the rate of about 1,000 a week, and 
these are actual installations in custo- 
mer’s homes.” He added that he ex- 
pects industry sales next year to total 
more than a couple of hundred thou- 
sand. 

Robert Sarnoff, in answer to a ques- 
tion on costs of color programming as 
compared to black and white, said that 
it averages about 10 per cent more but 
could be as much as 20 per cent or as 
little as 2 per cent. He also pointed 
out that, although the NBC color in- 
vestment will be around $1.5 million 
in Chicago, the average station can 
equip completely for color for less than 
half a million. 


KINTNER REVIEW. Robert E. Kint- 
ner, president of the American Broad- 
casting Co., outlined some of televi- 
sion’s more recent milestones and 
problem areas in his talk before the 
annual meeting in New York of the 
Association of National Advertisers. 

Here are some of the topics he dis- 
cussed with his comments: 

Growth: “In 1948, every one of to- 
day’s top 25 advertisers, excluding dis- 
tillers, were in network radio, and to 11 
of them it was their most important ad- 
vertising medium. Today for at least 19 
of these 25 advertisers, television is un- 
questionably their No. 1 medium. 
Counting only network television, the 
typical advertiser in the top 25 invested 
47 per cent of his advertising dollars 
in television and 56 per cent in the 
broadcast medium. 

Film: “. . 


is the trend towards film programming. 


. a striking development 


(Continued on page 39) 
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r N-TV 
The Loving Arms of Miss KRO 


Embrace Ove | 
Northern California 


r 4 Million People in 





SEPTEMBER PULSE 
SHOWS KRON-TV WITH 
7 OF THE TOP 10 
MULTI-WEEKLY SHOWS IN y re lr 
THE BAY AREA MARKET | . 






















| 
ten, ga << 


| ee 
Noman 
Mult, milly 
San gay rm 


Tai Represented Nationally 
eae by Free & Peters, Inc. 


AFFILIATED WITH THE S. F. CHRONICLE 
AND THE NBC-TV NETWORK ON CHANNEL “=P 











No. 7 in the series, ‘What Every Time 
Buyer Should Know About KRON-TV” 
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When it’s cold outside and you'd 
like to create a warm feeling in 
three choice Western Pennsylvania 
markets, start burning up the wires 
to WJAC-TV, Johnstown. What a 
sizzling Hooper! WJAC-TV is: 


FIRST in Johnstown 


(a 2-station market) 


SECOND in Pittsburgh 


(a 3-station market) 


FIRST in Altoona 
(a 2-station market) 


You really put the heat on sales 
. with the 1 buy that covers 3— 





Ask your KATZ man for full details! 








Letters (Cont'd from page 29) 


the October, 1955 issue of TELEVISION 

| ace? (“Coverage Maps” by Miss Mild- 
red Fulton). 

Oscar Reep Jr. 

Jansky & Bailey, Inc. 

Washington, D. C. 


KIDO-TV is in the process of working 
out a new coverage map and | was 
therefore particularly pleased to read 
the comments on the subject in the 
October issue of TELEVISION AGE. I am 
sure that our map is going to wind up 
being in line with the type that you 
propose in your article. Therefore, as 


far as I was concerned, the article was 
particularly timely and informative. 


Water E. WAGSTAFF 
General Manager 
K1DO-TV Boise, Idaho 


(Note: Reprints on the “Coverage Maps” 
article are available at 20 cents each, 15 cents 


in lots ef 25.) 





| Aghast 
I was aghast to see that your usually 
| 


good publication was prevailed upon 

to run some commentary by Robert 

Ferber of the University of Illinois. 
My personal feeling and not ARB’s 

is that Ward Dorrell had his day in 

court, it was now up to Nielsen, Pulse 

| and ARB to present their side of the 
story. ... 

Mr. Ferber’s analysis of the situa- 
tion is so unsophisticated, so infantile 
and so markedly biased that I am ap- 
palled to think of the harm it has done 
our industry. .. . 

Jack L. Gross 
American Research Bureau 


New York City 


Complete 
We . . . feel that you consistently 


... do a broad and complete job. 
W. R. CHAse 
The Procter & Gamble Co. 


Cincinnati, Ohio 





| William J. Scripps Assoc. 
Tel ication Consultants 
| 1005 Kales Building 





Detroit 26, Michigan 
WOodward 3-1750 

















YOUR 
BEST 


TELEVISION 


BUY 





SHREVEPORT 


OK OF 
THE SHOWS 
TOP 


#*ees#se@ee?ee#ec_¢e#8#e#eee#?e#s#e 


* OF THE NIGHT- 
D rime AUDIENCE 


e*eeseeoseeeeeteee#e#e#e#es 


* OF THE DAY- 
rime AUDIENCE 


* LEADS IN 


1SsO 


OUT OF 


NIGHTIME QUARTER-HOURS 


*Based on ARB Survey of television 
viewing — week of October 9-15. 


@ NOW FULL POWER 
@ CBS-ABC AFFILIATION 
@ 23 MONTHS ON AIR 


PAUL H. RAYMER COMPANY, INC. 
National Representatives 


KSLAS= 








FIRST in Shreveport, Lovisiana 
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1600 PENNSYLVANIA: 


one of a series of paintings 

of Washington by William Walton 
commissioned by WTOP Television 
at Broadcast House, Washington, D. C. 


Represented by CBS Television Spot Sales 

















1600 PENNSYLVANIA »y William Walton. 
Second of a series of paintings of Washington 

commissioned by WTOP Television 

at Broadcast House, Washington, D. C. 

Originally published in Broadcasting-Telecasting, 

November 14, 1955. 

Reprints of this series available on request. 





ABC FILM SYNDICATION, INC. 


NEW YORK CHICAGO HOLLYWOOD DALLAS ATLANTA SAN FRANCISCO NEW ENGLAND 
10 E. 44 St. 20 N. Wacker Dr. 1539 N. Vine St 3123 McKinney Ave. 267 Colonial Homes 277 Golden Gate Ave Reed St 
SU 7-5000 AN 3-0800 HO 2-3141 RA 6302 Dr. N.W. + EM 4621 UN 3-0077 Western Circle 
Westfield, Mass. 
LO 2-3487 
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WB2Z-TV sparks all of New England! 
The postcards piled higher and higher! 


From the day WBZ-TV began its big contest to promote 
fire prevention within its coverage area to contest close, 
an avalanche of postcards poured in from all over New 
England. Winner of the National Board of Fire Under- 
writers’ Gold Medal for 3 successive years, WBZ-TV 
continued its national leadership in Fire Prevention. 

Thousands vowed to exercise caution against those 
fire hazards which cause the greatest loss of life and 
property in New England. Interest was heightened by 
WBZ-TV’s offer of life-saving pneolators (respirators) 
to fire departments of towns with best pledge records, 
but no prizes were offered to individuals. The response 
to the WBZ-TV appeal was completely selfless. 

Tons of mail, with dramatic undertones of warmth 
and human interest, were received, representing more 
than 50,000 pieces in all. For example— 


¢ 35 Boy Scouts in rural Boxboro, Mass. (population 
476) canvassed the entire village on a dreary 
Sunday afternoon, in driving rains that caused 
floods in New England! 


e All officers and men at the South Weymouth Naval 
Air Station sent in pledges! 


e Clergymen in Holbrook solicited from the pulpit 
to bring in close to a 100% response from town 
citizens! 
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¢ Entire Boston College football team stopped long 
enough in the middle of scrimmage to sign fire 
pledges! 


And on and on and on. Here was the greatest evidence 
ever of the powerful pull of WBZ-TYV, in the nation’s 
sixth largest market. If you’re thinking about giving a 
special spark to your sales story, start by calling Herb 
Masse, WBZ-TV Sales Manager, at ALgonquin 4-5670. 
Or call Eldon Campbell, WBC National Sales Man- 
ager at MUrray Hill 7-0808, New York. 


WEBa2TV Channel 4 Boston 


WESTINGHOUSE BROADCASTING COMPANY, INC. 
RADIO TELEVISION 


BOSTON —W5BZ+WBZA BOSTON —W5BZ-TV 
PHILADELPHIA— KYW PHILADELPHIA—WPTZ 
PITTSBURGH — KDKA PITTSBURGH—KDKA-TV 
FORT WAYNE—WOWO SAN FRANCISCO— KPIX 
PORTLAND— KEX 


KPIX REPRESENTED BY THE KATZ AGENCY, INC 


ALL OTHER WBC STATIONS REPRESENTED BY FREE & PETERS, INC 








Newsfront (Cont'd from 31) 


Today, the networks—all three of them 
—are programming between 40 and 
50 per cent of Class A nighttime hours 
with film. I think this will be substan- 
tially increased.” 

90-minute shows: “. . . the cost-per- 
thousand of the average special show 
was about 50 per cent higher than the 
average nighttime show, in addition to 
having far less reach over a 4-week 
period. . . . I think the real significance 
of special programs in the long run will 
be to expand normal programming 
length to 90 minutes and longer.” 

Costs: “Looking at 28 shows which 
have been on the air since 1951, we find 
that their production cost has gone up 
about 83 per cent, while during the 
same period time costs have doubled. 
However, these costs have been out- 
distanced by the growth in television 
circulation . . . the cost-per-thousand 
of the typical television program has 
fallen.” 

Color: “Color television apparently 
will not be an important factor in the 
immediate future, as far as reaching 
large audiences is concerned. .. . It 
would appear that we are now about at 
the stage we were in mid-1948 with 
black and white, and it looks as if color 
will go through the same 5-year circula- 
tion growth that black and white did.” 

Ratings: “As television reaches prac- 
tically the 100 per cent saturation of 
radio, the individual program broad- 
cast ratings and broadcast audience 
will probably go down per market, and 
even per dollar investment . . . to put 
it in its simplest terms, Lucy and 
Dragnet will still be good, but they 
won't have a 70 per cent share of audi- 
ence as they did in 1953, or even a 50 
per cent share as they do now.” 

Commercials: “I do not believe— 
and I can say this because I am in a 
neutral frontier as between advertiser 
and agency—that the average tv com- 
mercial is as well done as the average 
print ad, but that this fact is obscured 
by the tremendous impact advantages 
of the bare method of presentation . . . 
the sight and sound medium of all tv 
itself. In other words, I believe the ef- 
fectiveness of tv advertising can be 
increased geometrically while tv’s cir- 
culation, now that 70 per cent of the 
homes are tv equipped, can only be 
increased arithmetically.” 


“ 





ROBERT KINTNER 
... Tv effectiveness can increase . . . 


THREE-QUARTER MARK. Business 
was good. While government spokes- 
men proclaimed that 1955 would prove 
itself the best 
American economy, executives in tv let 


year ever for the 
it be known their industry, too, was 
booming. 

Item: From January through Au- 
gust, tv sets shipped to dealers totalled 
4.1 million this year, as compared with 
3.4 million for the same period last 
year. The RETMA further reported that 
in August, alone, some 605,664 sets 
were shipped, as compared to 465,160 
in July of this year or 466,694 in 
August of 1954. 

Item: Sales seemed to be keeping 
pace with shipments. Retail 
through September of this year totalled 
5,149,977 tv sets, as against 4,645,063 
for the comparable span of 1954. 


sales 


Item: Canadian set sales were at an 





WILLIAM S. 
reports 15% increase 


PALEY 


historical high in September, hitting 
the 119,724-mark for the five-week 
month, again according to RETMA sta- 
tistics. And the president of Canadian 
Marconi Co., S. M. Finlayson, esti- 
mated that his countrymen will spend a 
total of $200 million on some 800,000 
tv sets this year. 

But the prosperity was not limited 
to manufacturing. Broadcasters and 
their parent companies were also doing 
nicely, thank you. 

Item: CBS, 


William S. Paley announced that his 


Inc. board chairman 
corporation’s nine-month sales rose 
from $263.7 million last year to $302.6 
million this year, a 15 per cent increase. 
But even that impressive rise was out- 
distanced by the 19.5 per cent increase 
in consolidated net profits. (Last year’s 
net for the January-to-September pe- 
riod, $7.3 million, was upped to $8.7 
million.) 

Item: Among network billings, that 
for ABC-TV showed the greatest jump. 
Its nine-month tv business rose from 
$22.7 million in 1954 to $32.7 million 
in 1955, an overwhelming pickup of 
14 per cent. 

But CBS-TV and NBC-TV, while in- 
creasing less percentage-wise, were still 
clipping off greater dollar increases 
and, of course, maintaining greater 
volumes. Again for the first nine 
months of the year, CBS-TV billings 
1954 to 
$138.5 million. a 34 per cent gain. 
NBC-TV rose from $88.3 million to 
$116.3 million, a 31 per cent gain. 

And for the month of September, 
alone, all three networks scored heavily. 


rose from $102.9 million in 


ABC-TV sold $4.1 million; CBS-TV, 
$15.2 million, and NBC-TV, $13.7 
million. 


TV IMPACT. Dealers are more aware 
of television than any other form of 
advertising. They hear more customers 
talk about television advertising than 
any other. 

Those were two of the discoveries 
made by NBC Research in the retail- 
level phase of its Fort Wayne study of 
television impact. (“Television Before 
and After,” TELEVISION June, 
1955.) 


“The findings of this study are im- 


AGE, 


portant at every level in the chain of 
distribution —to the advertiser, the 
agency, the distributor, the jobber,” 


(Continued on page 63) 
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AURICWN 16mm Stud -Cn-til ty Patina Result! 


| Aerie Fond 


ALL AURICON EQUIPMENT IS SOLD WITH 
A 30 DAY MONEY-BACK GUARANTEE. 



































**CINE-VOICE’’ 16 mm Optical Sound-On-Film Camera. 





““AURICON PRO-600"' 16mm Optical Sound-On-Film Camera. 


**SUPER 1200°’ 16 mm Optical Sound-On-Film Camera. 


+ 100 ft. film capacity for 2% minutes of + 600 ft. film capacity for 16% minutes of + 1200 ft. film capacity for 33 minutes of 


recording; 6-Volt DC Convertor or 115-Volt AC 
operation. + $695.00 (and up). 


recording. + $1497.00 (and up) with 30 day 
money-back guarantee. 


recording. +« $4652.15 (and up) complete for 
“High-Fidetity” Talking Pictures. 
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SOUND RECORDER — Model RM-30... 1200 foot film PORTABLE POWER SUPPLY UNIT— Model PS-21... Silent 


capacity, synchronous motor for “deuble-system” 
16mm ary Sound-On-Film operation. 
% $3359.00 (and up) 


——_—_1in 

















TRIPOD— Models FT-10 and FT-10S12... 

Pan-Tilt Head Professional Tripod for 
velvet-smooth action. Perfectly counter-balanced 
to prevent Camera “dumping."4« $325.00 (and up). 
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in operation, furnishes 115-Volt AC power to drive 
“Single System” or “Double System” Auricon 
Equipment from 12 Volt Storage Battery, for 
remote “location” filming. 4 $269.50 


Strictly for Profit 


CHOOSE AURICON 


If it’s profit you're after in the production of 
16 mm Sound-On-Film Talking Pictures, Auricon 
Cameras provide ideal working tools for shooting 
profitable Television Newsreels, film commercials, 
inserts, and local candid-camera programming. 
Now you can get Lip-Synchronized Sound WITH 
your picture at NO additional film cost with 
Auricon 16 mm “Optical” Sound-On-Film Cameras. 
Precision designed and built to “take it.” Strictly 
for Profit— Choose Auricon! 


> Ae 


BERNDT-BACH, INC. | 


983 NO. MANSFIELD AVE., HOLLYWOOD 38, CALIF. 






DUAL PHONO-TURNTABLE— Mode! DPT-10... Takes up 
to 16 inch discs with individual Volume Controls 
for re-recording music and sound effects to 16mm 
Sound-On-Film. 4¢ $161.15 





Auricon Equipment is sold with a 
30-day money-back guarantee. 
You must be satisfied. 

















Go the news—all the news—swiftly, ac- 
curately and clearly presented is part of the 
American heritage. 

As a nation we have become accustomed to 
the best and fastest of news service. 

First the American press grew with the country 
to become the greatest news gathering force in 
the world. 

Then came radio with its ability to broadcast 
news everywhere without delay. 

Now television lets Americans see and hea 
their news as it happens, or so soon thereafter 
as to amount to the same thing. 

When tv was very young its news reports were 
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Hometown news 


Local stories on film 
bring high-rated 


programs everywhere 


from national news services and the networks. 
Today these services still lead the field in national 
and international news, but in almost every tele- 
vision market stations have gone a step farther. 
Today most larger and many smaller stations film 
local news stories, too, and present them on reg- 
ular daily news shows. 

So popular is this local news that a recent 
study by the A. C. Nielsen Co. for the Television 
Bureau of Advertising reveals that 63 per cent 
of all the television homes in the United States 
tune in to these local programs regularly. 

And the size of this audience is increasing 
constantly, as station news departments learn how 
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to improve news coverage and present 
it more effectively on the air. 

As in any new field there have been 
leaders in the growth of news pro- 
grams. Some pioneer stations have 
been presenting local news from the 
day they went on the air. Their tech- 
niques have been shared with others 
who have added their own improve- 
ments and passed ideas along to still 
others in an endless cycle. The Radio 
and Television News Directors Assn. 
has been one of the leaders in devel- 
opment and recognition of superior 
techniques. 

TELEVISION AGE has made a nation- 
wide check of the way different sta- 
tions in different markets handle their 
local news. Examples included here 
are seldom unique but may be con- 
sidered typical—a cross section of lo- 
cal news film handling in all areas of 
the country. 


Northeastern News 


In the northeast, with its heavy con- 
centration of population, a number of 
tv stations have made reputations in 
the field. 

The 1954 Radio & Television 
News Directors Assn. award went to 
WwBz-TV Boston, a station which devotes 
14 per cent of its air time to news 
broadcasts. Like that of most news- 
minded stations, management at the 
Westinghouse Broadcasting Co. tele- 
vision outlet gives full support to news 
executives. W. C. (Bill) Swartley, v.p. 
for Boston activities, recently pointed 
out the concept of really “covering” 
news is fairly new in television. 

“For years,” he said, “radio news 
announcers simply read the day’s 
newspapers on the air. The next step 
was using the wire services. Gradually, 
radio men learned that they had to do 
a job of reporting on their own, and 
they began to take advantage of such 
aids as the wire recorder and the 
beeper phone. 

“Too much tv news today is still 
just old-fashioned radio — a camera 
fixed on an announcer sitting at a table, 
reading a press association wire.” 

This is especially true of local news, 
Swartley pointed out. “And the only 
way you can get adequate picture cov- 
erage of local news,” he added, “is to 
have enough people available who 
know news and know what makes good 


news pictures. We have only one cam- 
eraman on our full-time staff, but we 
have 34 correspondents on 24-hour call. 
There is a WBZ-TV news cameraman 
within 30 minutes traveling time of 
almost any potential news break in 
range of the station’s signal.” 

WBz-TV news is the responsibility of 
F. E. (Dinny) Whitmarsh, a veteran 
newspaper and radio newsman in the 
New England area. He has one cardi- 
nal principle: All of the film for wsz- 
Tv’s ten daily news shows must be 
first-run. Whitmarsh never accepts any 
film which has appeared elsewhere in 
New England. And on every news 
story, even those dealing predominantly 
with national and international events, 
he tries to find a local angle. 

With so much news time to fill, the 
WBZ-TV news director relies heavily on 
correspondents. Over the years he has 
built up a formidable staff of them, 
with 23 in Masachusetts, four in Maine, 
six in New Hampshire and three in 
Rhode Island. The heaviest concentra- 
tion, of course, is around Boston. 

“With wbz-Tv cameramen spread 
out that way,” says Whitmarsh, “we 
have an excellent chance of getting any 
film shot in our coverage area on the 
air within three hours.” 

An example of the kind of coverage 
which wBz-Tv gives a major local event 
was the Massachusetts prison riot last 
January. Newscaster Arch McDonald 
was broadcasting direct from the prison 
less than two hours after the riot 
started, and first films of the outbreak. 
taken by Bob Berman, a film splicer, 
were on the air that same morning. 


Mobile Unit Moved In 


Mobile equipment was moved into 
the prison yard the next day, where it 
remained for 55 hours until an agree- 
ment was reached. During the four- 
day event the station carried 17 local 
broadcasts and fed 20 pickups to NBC, 
including both film and live telecasts. 
There was new film on every regular 
news broadcast during the period. In 
all, wBz-Tv took 3,500 feet of film. 

Much film used on the station comes 
from publicity sources trained by 
Whitmarsh to offer only film that may 
possibly be useful. During the 6:30 
p-m. news show, about 60 per cent of 
the film is local. Heaviest emphasis on 

(Continued on page 81) 
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Exclusive interview: 











Oliver Ernest Treyz was born April 
23, 1918 in Willowemoc, New York. 
When he was 12 the family moved 
to Camden, N. Y. where “Ollie” 
graduated from high school in 1935. 
In 1939 he graduated from Hamil- 
ton College. He went to work at 
wnBF Binghamton. By the summer 
of 1941 he joined BBDO working 
with program development for such 
accounts as Armstrong Theatre of 
Today, Hour of Charm and Caval- 
cade of America. In 1942 he en- 
tered the Army Air Corps and was 


discharged in 1946. In October, 
1946 he married Janet Campbell of 
Spokane, later 
Stauffer, Colwell & Bayles as a re- 
searcher. In July 1948 he went to 


joined Sullivan, 


ABC as a presentations writer and 
two years later was director of pre- 


-sentations. In 1951 he was made di- 


rector of research and development 
and on Nov. 1 of last year he was 
named director of ABC radio. He 
was elected the president of Tele- 
vision Bureau of Advertising in No- 
vember, 1954. 








Oliver Treyz reports on TvB 


In the following interview the dy- 
namic young president of the Television 
Bureau of Advertising gives TELEVISION 
AGE a report on the bureau’s first year. 
In doing so he answers some questions 
of concern to television executives. As 
an acute observer, well educated in all 
aspects of advertising, his opinions 
have considerable interest for the in- 


dustry. 


Mr. Treyz, a year ago TvB was 
only an idea in the minds of a few 
industry leaders. It is evident that 
it has come a long way in a very 
short time. What do you consider 
the most important gains it has 


made? 


Our gains, I believe, can be classi- 
fied in two groups—tactical and stra- 
tegic. Although our tactical gains — 
which can best be summarized by the 
approximately $8 million in new tv 
appropriations which trace to TvB’s 
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key role in their developments—may 
seem more spectacular, our most im- 
portant gain, in my opinion, is our 
strategic move to report national spot 
gross dollar expenditures by company 
and by brand. Our initial report—now 
scheduled for a late February release 
—will cover the final quarter of 1955. 
This report is part of TvB’s continu- 
ing program to relate the values of 
spot to the more celebrated values of 
network. Thus, television’s published 
revenues (a regular feature of the ad- 
vertising trade press) will no longer 
be restricted to the PIB network di- 
mension. Henceforth, all of television’s 
national advertising expenditures, on 
a gross time basis, will be known. 

Incidentally, the man most respons- 
ible for this report is George Brett, a 
member of TvB’s board. Mr. Brett re- 
fers to our new report as “a strategy 
of attrition, which will work for tele- 
vision day and night.” 

By putting spot tv’s financial dimen- 
sion into perspective, by publicizing 


what company and brand invest how 
many dollars, by lifting this historic 
curtain of secrecy and general ignor- 
ance, we hope to provide a valuable 
service not only to the television indus- 
try but to advertisers as well. 


W hat is your next big objective for 
TvB? 


TvB has only one objective, which 
is stated in its charter—to sell the pro- 
ductive use of television as an adver- 
tising medium and thus increase tele- 
vision’s share of the advertising dollar. 


How many members do you have 
at present? How are they divided 
among stations, networks, repre- 
sentatives, etc.? 


One hundred and seventy five. One 
hundred sixty four stations, two net- 


works and nine representative firms. 


What is your budget for the com- 








ing year? How does this budget 
compare with that for ANPA? For 
RAB? 


A minimum of $600,000 based on 
our present membership. I don’t know 
RAB’s budget, although I read that it’s 
growing. The ANPA’s Bureau of Ad- 
vertising collects from its member news- 


papers dues of $1,800,000 per annum. 


Do you feel that TvB has been 
directly or indirectly responsible 
for selling any major new adver- 
tisers on television during the past 
year? For persuading old adver- 
tisers to increase their use of the 
medium? 


The answer to each question is “yes.” 


W hat kind of reaction are you get- 
ting from advertisers that have 
been using other media but are 
reluctant to try tv? 


A generalized answer would over- 
simplify. The reactions we get from 
advertisers who have been reluctant to 
try tv range from apparent hostility to 
rabid curiosity about and desire to 
learn the facts of television. However, 
no management or advertising execu- 
tives approached by TvB have refused 
us a hearing. When shown facts, all 
have been open-minded. I don’t be- 
lieve there is a single advertiser who 
would refuse to invest in television 
once he is convinced and persuaded by 
the facts of tv’s circulation and sales 
power. But, in order to convince him, 
TvB or some task force of our all- 
industry front must present these facts. 


Among the larger advertisers, do 
you think there is a trend toward 
television which is taking money 
from other media? Or is the in- 
crease in television billings due to 
new money and new advertisers? 


Or both? 


This trend toward television which 
—as you put it—“is taking money 
away from other media” is more ap- 
parent than real. Actually, I suspect 
that the reverse, that print media are 
taking money away from television, is 
just as true; as a matter of fact, closer 


to the truth. The complacent concept 
that television’s manifest destiny is one 
of automatic leadership could be the 
real barrier to earning it. For this com- 
placency—and TELEVISION AGE recently 
published an editorial attacking it— 
reflects wishful thinking, not facts. The 
facts show that tv’s tremendous strides 
in billings trace, in large measure, to 
new advertising money generated by 
our fast expanding economy, which, in 
turn, owes much to television which— 
because of its unique ability to distrib- 
ute sales calls as other media distribute 
advertisements or relatively incomplete 
substitutes for sales calls—has played a 
key role in stimulating new demands 
and bigger markets to absorb the ever- 
mounting output of our miracle ma- 
chines’ production. 

Television in 1955 will represent a 
little more than a billion-dollar adver- 
tiser investment, perhaps 12 cents out 
of each current advertising dollar. But 
total advertising expenditures (of $9 
billion per annum) have trebled since 
the war. Television has been allocated 
one of the six new billion dollars per 
year, or 16 cents of each new dollar. 
It would appear tv’s budgets derive 
from new money. And that much of 
the new money—including that allo- 
cated to other media—is a function of 
increased sales generated by television. 


The TELEVISION AGE Business Ba- 
rometer, a month-by-month report 
on television billings, shows that 
national spot billings have been 
unusually strong throughout the 
summer. Would you care to com- 
ment on this strength in spot? 


Your Business Barometer is about to 
reveal some new highs. Our research 
shows that this fall marked far more 
than the normal seasonal gain in tele- 
vision’s national spot. We expect spot 
volume to continue to grow. We will 
help all we can by presenting the basic 
television spot story. 

We believe that our new spot dollar- 
volume report, to which I have already 
referred, will prove to have an infla- 
tionary effect on television spot billing. 
Also, there is a growing awareness— 
and this is a point which TvB is em- 
phasizing—that in no other way can 
an advertiser route his salesmen and 
sales calls in proportion to sales oppor- 
tunity. In newspapers, the advertiser 


can route his advertisements. But only 


in spot television, can an advertiser 
literally route his salesmen. 


Network billings, on the other 
hand, while continuing to increase, 
seem to be leveling off, as com- 
pared with other years. What do 
you think is the reason for this? 


I cannot comment about this be- 
cause I have no feeling or knowledge 
that network billings show any sign 
of leveling off. As a matter of fact, the 
first nine months of 1955 show a 30- 
per cent increase over the same period 
of 1954—and 1954 had about the same 
percentage 1953. The 
increase of 1953 over 1952 was some- 


increase over 


what lower. Naturally, a 30-per-cent 
increase for the first nine months of 
1955 represents a great deal more 
money than the same 30-per-cent in- 
crease that occurred in 1954. 


TvB has contributed some signifi- 
cant television research during 
1955. Would you elaborate on 
this? 


TvB’s Research Department is con- 
centrating on a program of original 
research that digs out the facts to vali- 
date the strength of tv—as the best 
of the 
advertiser’s prospects. Eschewing “file 


way to reach and sell most 
cabinet research,” it has concentrated 
on basic working information the tv 
industry needs. It has blueprinted and 
executed research which has shed new 
light and knowledge on the dynamics 
of television, how it works and how it 
covers specific markets, with particu- 
lar emphasis on those markets whose 
television appropriations are relatively 
light. 

To put its operations on a factual 
basis, TvB, at the outset, entered into 
a comprehensive contract with the 
A. C. Nielsen Co. whereby TvB has 
been furnished not only circulation fin- 
dings of the Television Index but sales 
data from the Nielsen food and drug 
indites on a commodity basis. TvB has 
employed these facilities for special re- 
search projects designed to relate spe- 
cific markets to television’s circulation. 

TvB’s first tactical project involved 
its determining the number and kind of 
homes which have converted to auto- 

(Continued on page 91) 
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44Qt's 8 p.m., B-U-L-0-V-A Bulova 
| Watch time.” 

That message has been heard around 
the radio world since 1925 and has 
been seen, as well, since the advent of 
television. In fact, Bulova estimates 
that well over 5 billion such commer- 
cials have been aired in the past 30 
years and that, right now, some 50 
million people see or hear it every 
day of the Bulova-watched week. 

In short, more people see advertis- 
ing for these time pieces than for any 
other advertised product in the world. 
So, at least, say company officials in 
proud boast. 
New York, however, answer that prod- 


Ad-conscious sages of 


ucts like Coca-Cola, Ivory Soap or 
Lucky Strikes would seem even more 
qualified to advance such a claim. 

But numbers aside, there’s no doubt- 
ing that Bulova has made an indi- 
vidual, efficient and lasting impact, not 
only on the consuming public, but also 
on an even tougher bunch, other ad- 
vertisers. 

For example, Bulova is credited with 
having just about invented the spot 
announcement. Certainly, this com- 
pany has nurtured and capitalized on 
spot strategy. 

Further, its spot technique has 
grown—in some ways out of Bulova’s 
hands — into a business in its own 
right, estimated to be adding more 
than $200 million to tv, alone, this 
year. Even so, Bulova’s identification 
with spot is so certainly established 
that, when competition mimics the 
time announcements, Bulova gets part 
of the sales credit. 

The success of its advertising policy 
has paid off further by rolling up the 
Bulova ad budget like an Alpine snow- 


ball. Estimates this year are that the 
company is comfortably throwing a 
heavy $7-million appropriation at com- 
petition. 

In addition, its 
proved so good for local jewelers that 
they will add a comparable amount— 
estimated at near $7 million—to the 


advertising has 


advertising total. 

Moreover, just about all this activity 
is channeled toward the airwaves, 
ardent testimony on behalf of a 30- 
year friendship between the B’s, Bulova 


and_ broadcasts. 


Sales Charts Up 


And finally, there is the in-pocket 
report. Bulova’s sales charts for 1955, 
running about 5 per cent ahead of last 
year’s, are expected to cross the $80- 
million mark over all before the end of 
December. This puts Bulova at the top 
of the jewelry business and among the 
nation’s top 300 manufacturing con- 
cerns. 

Yet these are not the only distinc- 
tions this company enjoys. Uniquely, 
it has taken time—and heart—to set 
up a school for training paraplegic 
veterans of the second world war, the 
only company in American industry 
to have done so. And when it built 
a modern factory in New York, it 
added an athletic field, replete with 
three baseball diamonds and bleachers. 
These facilities have not only been 
thrown open to employes, but also to 
children 8 and over for their neighbor- 
hood leagues. 

And looking to the nation’s defense, 
Bulova has become the world’s largest 
producer of time fuses. To do so has 
required it to all but throw itself on 
the mercy of a Swiss watch cartel in 


order to get parts. But in the mean- 
time, the company pluckily continues 
to battle the very same cartel within 
the United States. 

Officially and unofficially, Bulova 
admits it was shrewd use of advertis- 
ing that secured its enviable position 
in the watch-making industry today. 
And it remains advertising—especially 
of the tv and radio variety—that has 
kept it there. 

Arde Bulova, son of the founder 
and today’s chairman of the board, 
observes, “Bulova entered television 
during its infancy and has kept pace 
with the growth of this extraordinary 
medium. By using television at its 
very outset, the company was able to 
secure spots for advertising announce- 
ments before and after programs with 
the greatest audience popularity.” 

“These valuable spots,” he con- 
tinues, “have been held and enlarged— 
despite the most intense competition. 
And since these spots cost no more 
than those which precede or follow 
programs with smaller audience rat- 
ings, Bulova is able to speak to poten- 
tial customers across the nation at a 
lower cost per impression than any 
other advertiser of watches.” 

Bulova cut its ad teeth on spot back 
in 1926 when it first used short an- 
nouncements 6n radio. And it was 
John H. Ballard, president of the com- 
pany today, (see cover) who was re- 
sponsible. 

Ballard, now in his sixties, started 
as a’ $4-per-week office boy in the 
Bulova shop on New York’s Maiden 
Lane in 1909. He got his education 
His first 
raise, after he'd been with the com- 
pany a little over a year, was $1 which, 


by going to night school. 


Right time, right placement 
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he delights in telling listeners today, 
was a 25-per-cent increase. 

Ballard stuck with the company and 
got his chance to learn about and 
work at almost every job it offered. 
But his ability really asserted itself 
when he went into sales, where he not 
only distinguished himself as one of 
the best salesmen for Bulova, but as 
one of the best within the entire jewelry 
industry. He became friendly on a 
first-name basis with virtually all the 
major jewelers in the country, and the 
groundwork he built then has _per- 
sisted as part of his strength today. 

In 1925 he was made sales manager 
and, in 1926, conceived the idea 
of putting commercials into station 
breaks. He thought they could be 
made practical and, like the programs 
they were sandwiched between, offer 
some meat to the radio audience by 
including announcement of the correct 
time. At the end, he decided, what 
could be wrong with tossing in the 
tag, “Bulova Watch Time?” 


New Approach 
And with the birth of that idea, 


Mr. Ballard also delivered a twin con- 
cept, a new approach to brand identi- 
fication: Din the product name into 
the consumer’s consciousness with 
such unfailing regularity that he can 
think of no other. Advertising his- 
torians are still disputing whether 
Ballard or American Tobacco’s George 
Washington Hill hit upon this idea 
first, but they seem to agree that Bal- 
lard’s practice of it was more logical, 
more subtle and, in the final test, 
longer lasting. 

The dramatic impact of the new ad- 


Far ahead in its field, 


vertisements started the Bulova vol- 
ume on its upward spiral in one year’s 
time. From then on, it was a steady 
climb and, by the mid-thirties, Bulova’s 
name was identified in the public mind 
with two important ideas. time and 
wrist watches. That identity still 
plagues rival companies, be they 
American or Swiss. 

When tv made its entrance, Bulova 
was at the door to meet it. The com- 
pany raced after key time slots (which 
it has held onto since) and was Johnny- 
on-the-spot every time a new station 
opened in one of the key markets. 
Today, as a result, it has the best tv 
franchises in the broadcasting industry 
between 8, 9 and 10 p.m. programs. 
When the top shows with the highest 
audience ratings are in the air, Bulova 
is right there between them. And on 
tv, as everyone must know, time an- 
nouncements are followed by short 
commercials stressing the beauty, 
quality and accuracy of a gleaming, 
flashing Bulova wrist timepiece. 

The company was founded by Joseph 
Bulova, a Czech immigrant who had 
learned the jewelry craft in Germany 
and, after his arrival in New York, 
started his own business in 1875. 
Joseph brought up his son, Arde, so 
he’d be fully prepared to take over the 
reins one day, and the youngster kept 
his eyes on the clock, so to speak, to 
learn the problems of watchmaking. 

One of those problems has proved 
a lasting enigma. It has been resolved 
but not solved. It has bounced back 
to bother the company again, but, 
paradoxically, it has brought new busi- 
ness with it. The puzzler, simply, is 


parts supply. (Continued on page 55) 


Bulova watches its spot advertising clock 
a $7-million broadcast bill 





















levision’s ability to give viewers a 
visual demonstration of a product 

is proving the answer to the home fur- 

nishing store’s advertising needs. 

“This tendency of so many people 
in our audience to order an item 
wholly on its televised demonstration 
without any personal examination 
startled us,” says Joe Sirota, president 
of the State Furniture Co. of Daven- 
port, lowa and a veteran user of tele- 
vision. 

“Today, because this practice fol- 
lows each State Furniture Co. telecast, 
we accept it as further proof that tv 
advertising often closes sales for us 
without personal contact on our part,” 
the lowa merchant continues. 

Furniture dealers have long known 
that the hardest part of making a sale 
is getting a prospect to look at the 
merchandise. If a possible customer 
can be persuaded to come in and see 
the furniture he is half sold. 

Television’s ability to take furniture 
into the prospect’s living room and 
show it at the customer’s leisure is 
a plus which makes the medium a 
natural for the home furnishings 
dealer. 

Another feature of television which 
is proving attractive to furniture men 
is tv’s ability to expand a store’s mar- 


ket exactly as far as the coverage area 


of the station being used. 

“Tv has been successful in bringing 
customers in from surrounding cities 
and areas,” says T. L. Knight, adver- 
tising manager of Kemble Brothers 
Furniture Store in Fort Worth. 

The same point is made by Jerry 
Hunt, general manager and treasurer 
of Hardy Furniture Co., Lincoln, Neb. 
“By moving its transmitter and in- 
creasing its power KOLN-TV gave us 
coverage in an area where we've never 
used any media,” Mr. Hunt says. “The 
result has been a considerably ex- 
panded trading area for us.” 


Sales from Out-of-Town 
In Bay City, Mich., Grant Van- 


Haaren, operator of VanHaaren Fur- 
niture Co., says, “The additional plus 
that makes the difference is the great 
number of sales coming from out-of- 
town people who seldom shopped in 
Bay City before. I'd say half of my 
deliveries are out of Bay City.” 

Mr. Sirota, the Davenport dealer, 
noticed the expanded coverage too. 
“As we continued to use tv advertis- 
ing to add impetus to our special pro- 
motions, another significant develop- 
ment began to emerge,” he points out. 

“We discovered that tv advertising 
was greatly expanding our trading 
area. Previous to our use of television 





Furniture and 
ymme furnishings 





State Furniture customers came from 
a radius of not more than 30 to 35 
miles from Davenport. . . . Today our 
trading area closely corresponds to 
woc-Tv’s ‘good picture’ area.” 

Furniture dealers in different parts 
of the country have used nearly every 
kind of tv programming successfully. 
Spot announcements are used every- 
where, either as the primary television 
campaign or as a supplement to a 
longer program. A great number of 
home furnishing stores have sponsored 
news programs successfully. Several 
have their own live programs which 
have become identified with their 
stores and which attract large and 
appreciative audiences. 

Furniture stores buy participations 
on programs likely to attract an adult 
audience, particularly the housewife. 
As in every product category syndi- 
cated film is being used by many fur- 
niture advertisers. 

“A syndicated tv film program, if 
properly used, will show definitely sat- 
isfactory results, particularly in the 
smaller markets,” says Frank J. Schles- 
singer, Union Furniture account ex- 
ecutive at Selby & Associates, San 
Francisco. “Important considerations 
are the choice of program and the 
choice of merchandise to be presented 


during the commercial. Our client has 






































obviously been very happy with the 
results produced by Badge 714.” 

Badge 714, an NBC Film Division 
syndication, has attracted other fur- 
niture advertisers. Among them are 
National Furniture Co., Sioux City, 
Iowa, which presents the show on 
KvTv Sioux City and Mark Brown 
Home Furnishings of Salt Lake City 
which uses the film on KTvT Salt Lake. 
Another popular program with fur- 
niture firms is the NBC Film Division’s 
Hopalong Cassidy series. One of the 
firms sponsoring this series is the 
American Furniture Co., on KOB-TV 
Albuquerque. 

CBS-TV Film Sales has a number of 
shows which have been popular with 
furniture companies. One of the most 
popular, Amos ’n’ Andy, is currently 
being sponsored by the Sokol Furni- 
ture Co., Birmingham, on WBRC-TV; 
Orders Mattress Co., on WFBC-TV 
Greenville, S. C.; Bennett Furniture 
Co., wisH-Tv Indianapolis; Kirsch- 
mann Furniture Co., wosu-tv New Or- 
leans, and Schultz Furniture Co., KIMA- 
tv Yakima, Wash. Other furniture 
users of CBS film include Weatherby’s 
Furniture Store, Bakersfield, Cal., 
which sponsors Range Rider on KERO- 
Tv Bakersfield and North Main Fur- 
niture Co. of Las Vegas, which pre- 
sents San Francisco Beat on KLAS-TV 


Las Vegas. 

Whitehouse Furniture Co., Eureka, 
Cal., is currently sponsoring the Mca- 
Tv film package, Dr. Hudson’s Secret 
Journal, on k1eM-Tv Eureka. The C.&H. 
Appliance Co., Midland, Texas, re- 
cently bought the Mca-Tv syndication 
Guy Lombardo and His Royal Cana- 
dians to be shown on KM1D-Tv Midland. 

Other syndicators have similar line- 
ups of sponsors. 

Success with furniture advertising 
is doing its bit to prove the usefulness 
of the visual medium to larger stores 
which have furniture as only one of 
their lines. One example which is typi- 


in a series 
of product group 
success stories 


cal of this trend is that of General De- 
partment Stores which have headquar- 
ters in Huntington, West Va., plus 23 
other stores, mostly located in remote 
rural sections of the state. Since Gen- 
eral’s case is of unusual interest a 
special study of its television experi- 
ence has been made by the Television 
Bureau of Advertising. 

General’s attention was called to 
television after a network commercial 
brought a deluge of requests from their 


customers for a certain brand of snow 
tires. The demand was so great that 
General executives felt television 
should be tried by their stores. 

They decided to use the medium for 
one specific product so that results 
could be compared with results when 
other media were used. They selected 
a bedroom suite for the test. A sample 
was placed in each of their stores, 
including two which were strictly food 
stores. Then they bought four one- 
minute live commercials on one sta- 
tion, wsaz-Tv Huntington, which cov- 
ers about 95 per cent of the buying 
area for the 23 stores. Commercials 
were scheduled at various times of the 
day—one-a-day—for four days. 

Immediately, stores began calling 
into the buying office placing re-orders. 
Within the ten-day period of the pro- 
motion the stores had sold 147 bed- 
room suites, 100 mattresses, 21 box 
springs and an assortment of blankets, 
sheets and pillow cases—all directly 
traceable to the tv promotion. Total 
sales amounted to $32,766.60. 

That was in February. In late June 
and early July General bought eight 
one-minute live commercials on wsaz- 
Tv and sold $20,000 worth of bedroom 
furniture and furnishings. 

Total cost, including the production 

(Continued on page 64) 
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he story of Screen Gems, national 

film producer-distributor, is one 
of contrasts, of then-and-now differ- 
ences, of gradation and growth. Some 
of the gilt-edged statistics include: 

e The production budget in 1951 
was $100,000. In 1955 it will run to 
an estimated $10 million. 

e When the company began busi- 
ness in 1949 as Pioneer Telefilms, 
Inc., there were three people on the 
payroll. At present there are well over 
one hundred employes. 

e Screen Gems started in New York 
in a single office. Today its thousands 
of square feet of New York office and 
production space, spread out over 
several buildings, are so overcrowded 
that in June, 1956, the company ex- 
pects to move into two floors at 711 
Fifth Avenue. In addition, it has 
Hollywood studios and plans to con- 
struct its own New York studios, as 
well. 

e During its first two years, Screen 
Gems produced only tv commercials. 
This year Screen Gems will make not 
only scores of tv commercials but also 
299 half-hour film programs for its 
nine first-run national series. At least 
one Screen Gems, nationally sponsored 
program or one of the company’s 
syndicated series is seen once a week 
in each of the nation’s 287 tv markets. 
And in 1956 Screen Gems expects to 
produce a minimum of five new series. 

But more than this list of impressive 
then-and-now figures is necessary to 
tell fully why Screen Gems, Inc. has 
emerged as an important film factor 
in tv today. 


Screen Gems has prospered and 
grown to its present size because of 
a three-dimensional merger of men, 


Screen Gems proves as good at management as it is in film production 


means and methods. The success 
formula has been the result of the 
team—-Ralph M. Cohn, Irving Briskin, 
John H. Mitchell, Burt Hanft, Ben Ber- 
enberg, Robert H. Salk and others— 
combining proper means—money, fa- 
cilities and experience of Columbia 
Pictures Corp.—with effective methods 
—high quality production and “sales- 
engineered” distribution. 


Began in 1947 


The story begins in 1947 with two 
men, Ralph M. Cohn and Jules Bricken, 
who wanted to produce films for 
motion picture release. They formed 
a company in Hollywood, which they 
aptly named Pioneer Films, Inc. About 
a year later, before this fledgling firm 
could get any of its ideas in the works, 
Ralph Cohn got his first look at tele- 
vision on a business trip to New York. 
Immediately, the wheels of Mr. Cohn’s 
high-powered imagination started 
whirling. 

“I saw the tremendous possibilities 
for film in this new medium,” he re- 
calls. “And when I took a longer look 
at what was being shown on tv at the 
time, it seemed obvious that here was 
a form of entertainment crying for 
professional showmanship.” 

He took his enthusiasm for tele- 
vision’s potential—and its need — 
to a group of executives in the motion 
picture field. Known in the trade as 
astute, hard-headed business men, they 
included film executives like Sam Den- 
bow, Jr., now associated with Translux 
Theatres; Herman Robbins, a top of- 
ficial at National Screen Service, and 
Arthur Mayer, a well-known theatre 
operator. The group were sold on Mr. 
Cohn’s vision and agreed to finance 





his venture to make films for ty. 

So, in 1949, Pioneer Films became 
Pioneer Telefilms, with headquarters 
in New York. But after the first few 
attempts at getting some ideas onto tv 
got nowhere, Mr. Cohn, as practical 
as he was determined, made a frank 
appraisal: “We really didn’t 
anything about this new medium. It 


know 


was clear that what we needed to do 
was to take a look at this tv business 
to see what it was all about before pro- 
ducing anything for it. So, I set out 
and talked to agency and network 
people, to advertisers, other producers 
—anybody, in fact, who would talk 
to me about tv. As a result of all of 
this investigation, | came to the con- 
clusion that film was needed most for 
tv commercials. I felt, too, making 
commercials would allow all of us, 
who, after all, were mostly motion 
picture people, to get the feel of the 
television business. We knew motion 


pictures, the entertainment medium; 


we had to learn tv, the selling medium.” 

The first 
Pioneer Telefilms were 20-second ani- 
mated spots for B. V. D. through 


commercials made by 


Grey Advertising Agency, New York. 
These were an instant hit and were 
repeated several times by the client 
during the next few years. Other com- 
mercials followed, among them the 
outstanding Hamilton Watch Co. spots 
called To Peggy and Jim, through 
Batten, Barton, Durstine and Osborn. 
1951, Mr. Cohn and his 


associates (the payroll had now in- 


Late in 


creased to 14, eight of whom were in 
production) felt that they had received 
the necessary orientation in the “sell- 
ing medium.” They were ready to 
(Continued on page 68) 
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San Francisco 
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Fewer homes with two 


Ir the San Francisco metropolitan 
area 5.7 per cent of all television 
homes have more than one receiver. 
This may be compared with the 
New York market where 13.6 per cent 
of tv homes have two or more sets. 
A special survey for TELEVISION AGE 
was done by The Pulse, Inc. in con- 
junction with its regular October Tele- 
pulse study of the San Francisco met- 
ropolitan market. A total of 1,950 tv 
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QUESTION 1: “Do you own 
more than one tv set in work- 
ing order?” 


Yes 111 5.7% 
No 1839 = 94. 
Total 

respondents 1950 100 
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receivers in west coast city than in New York 


set owners were asked: “Do you own 
more than one tv set in working 
order?” Of these, 111, or 5.7 per cent, 
said yes. (See question 1.) 

In the San Francisco study for 
TELEVISION AGE the same series of 
questions was asked that had been 
asked previously in the New York 
metropolitan market (“Multiple-Set 
Homes,” TELEVISION AGE, October 
1955). 

While multiple-set homes of 5.7 per 
cent is much lower than that in New 
York, it is higher than the average for 
the country, according to research re- 
cently reported by the Advertising Re- 
search Foundation based on a study 
by the Bureau of the Census. 

The average number of multiple-set 
tv households, according to this gov- 
ernment study, is 3.5 per cent for the 
United States as a whole. In standard 
metropolitan areas Census found the 


average was 4.3 per cent, while in 
urban places outside standard metro- 
politan areas and in rural territories 
alike it was only 1.4 per cent. 

Other interesting facts released in 





QUESTION 2: “(Jf yes) How 
many?” 


Two 104 93.7% 
Three 7 6.3 
Total multiple tv 

owners 111 100 











‘this Census survey included figures 


showing that the larger the family the 
larger the percentage of tv homes with 
more than one set. In families of six 
this percentage rose to 6 per cent. In 
families of 5 it was 5.6 per cent, and 

(Continued on page 54) 





There was a young woman... 


who lived in a shoe-- The young families—the big families—the buying 


she had so many children, families have been won to KTRK-TV loyalty, 
changing the Houston Market in less than one year. 


but she knew just what to do. 
Daytime, Houston mothers and their youngsters have 
been happy with Channel 13’s right combination of 
children’s programs, films and family features 


KTRK T V frequently leading network competition. 


THE CHRONICLE STATION, CHANNEL 13 In the late afternoon more than 68% of the audience 
P.O. BOX 12, HOUSTON 1, TEXAS—ABC BASIC 


HOUSTON CONSOLIDATED TELEVISION CO. : : 
General Mgr., Willard E, Walbridge Fall lineup of ABC family shows plus our strong 


sees “Mickey Mouse Club” and the great new 


Commercial Mgr., Bill Bennett sports lineup and syndicated shows that make 
NATIONAL REPRESENTATIVES: 


BLAIR-TV, 150 E. 43rd St., New York 17, N.Y. KTRK-TV Houston’s Best Buy. 
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Sets (Cont'd from page 50) 


in families of two it was only 1.5 per 
cent. 

The second question asked by The 
Pulse in the San Francisco study of 
multiple sets sought to determine the 
actual number of receivers. It showed 
that 6.3 per cent of the 104 families 
with more than one set had as many 
as three (See question 2). In the New 
York survey only 3.6 per cent of the 
186 who owned more than one set 
had three tv receivers. 

The largest percentage of sets was 
found to be located in the living room; 
second largest, in bedrooms, and third 
largest, in the basement, followed by 
the den, recreation room, dining room 
and kitchen, in that order. In New 
York locations were approximately the 
same, with the exception that more 
second sets were in the recreation room 








QUESTION 3: “Where are the 
sets located?” 





Living Room 106 95.5% 
Bedrooms: 

Master 38 34.2 

Child 31 27.9 

Other Relative 3 27 
Basement 14 12.6 
Recreation Room 6 5.4 
Den 9 8.1 
Porch 3 2.7 
Foyer 1 9 
Dining Room 5 4.5 
Kitchen 5 4.5 
Portable 2 1.8 
Other 6 5.4 
Total tv sets 229 206.2* 


Total multiple 
tv owners lll 


* Total over 100% because of 
multiple responses. 








than in the den and more on the porch 
than in the kitchen — a commentary, 
perhaps, on eastern and western living 
habits (See question 3). 

Fourth question attempting to find 
out who in the family usually watches 
tv programs on each set showed that 
in San Francisco, as in New York, 
most men and women watched living 
room and bed room sets, while children 
and teen-agers watched sets in other 
parts of the house (See question 4). 

A query aimed at finding who, 
specifically, watched programs on each 
set showed that in San Francisco more 
women viewed programs on receivers 
other than the one in the living room 
than in New York, where the reverse 
was true (See question 5). 

Living room and bed room sets were 
watched for a much longer period of 
time on the west coast than in New 

(Continued on page 60) 





QUESTION 4: “Who in the family usually watches television programs on each set?” 


den, foyer, porch, 








Who watched?” 


living room bedrooms basement, recreation other 
Men (18 and over) 92 34.2% 43 30.3% 18 20.5% 15 34.1% 
Women (18 and over) 93 34.6 47 33.1 22 25.0 15 34.1 
Teens (12-17) 33 12.3 19 13.4 18 20.5 > 6.8 
Children (11 and under) 5l 18.9 33 23.2 30 34.1 ll 25.0 
Total persons viewing 269 100 142 100 88 100 44 100 
Total tv sets 106 72 33 18 


QUESTION 5: “Yesterday, did you or any other members of the family watch tv programs on these sets?” 


den, foyer; porch, 








living room bedrooms basement, recreation other 
Men (18 and over) 79 33.2% 20 23.0% 8 13.6% 3 14.3% 
Women (18 and over) 89 37.4 18 20.7 10 17.0 9 42.8 
Teens (12-17) 26 10.9 19 21.8 14 33.7 3 14.3 
Children (11 and under) 44 18.5 30 34.5 27 45.7 6 28.6 
Total persons viewing 238 =: 100 87 100 59 100 21 100 
Total tv sets 106 72 33 18 


QUESTION 6: “How much time was spent by any member of the family yesterday at each set?” 








den, foyer, porch, 








living room bedrooms basement, recreation other 

Less than 1 hour 15 14.1% 32 44.5% 15 45.5 5 27.8% 
1 hour 4 3.8 5 6.9 6 18.2 > 27.8 
2 hours 22 20.7 3 4.2 5 15.1 2 11.1 
3 hours 14 13.2 9 12.5 3 9.1 2 11.1 
4, hours 17 16.0 6 8.3 4 12.1 3 16.7 
5 hours 16 15.1 6 8.3 me — — — 
6 hours or more 18 17.0 1] 15.3 — — 1 aS 
Not certain = — ee —_ oe — aos — 
Total tv sets 106 100 72 100 33 100 18 100 
Median 3.9 1.8 1.3 18 100 
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Bulova (Cont'd from page 47) 


The first world war, which impeded 
but did not stop the growth of the 
company, nevertheless delivered a 
memorable lesson to the founder. That 
was to be sure not to be caught by 
another war that would cut him off 
from his base of supplies, Switzerland. 

Arde also learned that lesson so well 
that when he took over, he lost no 
time in setting up an American plant 
for the production of precision parts. 
The new factory was nearing comple- 
tion in 1939, just as Hitler’s armies 
began overrunning Europe, and the 
company was able to congratulate it- 
self for having taken advantage of 
Arde Bulova’s ivresight. 


Vision Helped Nation 


But his vision proved to have even 
greater value for his country. With 
the threat of another war, the United 
States realized it needed to produce 
a number of weapons that called for 
craftsmen skilled in highly technical 
work, and Bulova was one of the few 
that could provide the men and the 
facilities. To accept government orders, 
meant that Bulova 
thrown back to relying on imports for 
the conduct of its own business. 


however, was 


Nevertheless, the company practi- 
cally turned its watch movement plant 
over to the government during the war. 
After that, Bulova had it back for only 
a brief period before the political reali- 
ties of the cold war and the hot battles 
of the Korean war brought the Federal 
tenant thundering back. It’s still there 
today. 

Yet the research and development 
plant, at work almost totally on mili- 
tary problems, has grown from 60 
researchers and scientists to well over 
300. Head of them is Gen. Omar Brad- 
ley, former chief of staff. Simultane- 
ously, the company has become the 
largest producer of the time fuses used 
in defense equipment, guided missiles 
and even in some mysterious way in 
atomic weapons. In terms of added 
volume, military orders add an im- 
pressive $27 million to the company’s 
annual grosses. 

So Mr. Bulova has sought out an- 
other avenue of insuring his company’s 
growth, new products. And he’s in a 
position to bring out any product that 


can benefit from Bulova assets: a 
corps of technically skilled workmen, 
a tight grip on one of the strongest 
advertising positions in the country 


and a distribution set-up that deals 


directly with the nation’s 15,000 
jewelers. 
The watch-maker made its first 


timorous venture into new territory 
three years ago when it introduced a 
clock-radio. It was, first of all, a 
product that could be produced easily 
and smoothly on the factory’s existing 
facilities. And, since it was closely 
identified with time, the product re- 





ARDE BULOVA 
Chairman of the Board 


tained Bulova’s nationally gained 
identity. Finally yet importantly, it 
was an item that would fit snugly into 
a jewelry store. 

And the importance of the latter 
factor cannot be overemphasized. This 
manufacturer has always looked after 
its jewelers. Bulova has not, for ex- 
ample, put its lines into other kinds 
of retail outlets, as competitors have 
done. The retailers, for their part, 
clearly recall the lean period from 1929 
to 1939 when Bulova not only extended 
them credit, but even put its men in 
their stores to help build sales or to 
trim windows. As a result of this 
mutual loyalty, both manufacturer and 
retailer are confident that if Bulova 
comes up with a good product for a 
jewelry store, sales will be wound up 
as tight as a watchspring. 

That certainly has proved true for 
the clock-radio. Even with a relatively 
small amount of tv advertising behind 
the new item, sales exceeded expecta- 


tions. The experience encouraged the 


manufacturer to try another radio 
product, a portable three-way set, fol- 
lowed by a high-fidelity receiver and, 
this year, a pocket-size set using tran- 
sistors. 

Note, however, that Bulova did not 
use the shot-gun technique on the radio 
market. It selected only those kinds of 
sets that would fit into a jewelry store 
as a gift item. It didn’t lack the 
courage to produce a quality product, 
with prices higher than those found at 
appliance stores. It marketed radios 
on the sound concept that, in addition 
to serving a useful purpose, they were 
gift items which 


must convey the 


graciousness of the donor. 

Now, the radio-clock manufacturer 
is ready to move even farther into 
product diversification—into the elec- 
tric-shaver Shavers, too, fit 
the bill of requisites very neatly. They 
require precision tooling and handling. 
With 70 per cent of national shaver 


market. 


sales coming at Christmas, they 
obviously sell heavily as gift items. 
Yet they’re related 
enough and costly enough to fit right 


in with the jeweler’s line of important 


small enough, 


gifts. Bulova expects to have its elec- 
tric shavers in the hands of retailers 
by April, in general consumer use no 
later than June. 

And the advertising will no doubt 
mesh beautifully with present cam- 
paigns. “We can advertise a radio— 
or a shaver—on a 20-second, 30-sec- 
ond or one-minute commercial as 
easily as we can a watch,” the Bulova 
people explain. “It’s just a matter of 
alternating your commercials, and you 
get the tremendous impact of tv’s draw- 
ing customers into the jewelry stores— 
That’s what we want.” 


Negotiating for Other Firms 


Bulova has also been involved re- 
cently in negotiations for control of 
other businesses. It staged a spirited 
battle for stock in the famed Fifth 
Avenue jewelry firm, Tiffany’s, this 
fall, and it has also demonstrated a 
genuine interest in the Waltham Watch 
Co. While it did not get control of 
either organization, its activity was 
strong enough to indicate Bulova is 
ready to acquire any good business 
that could fit into its watch pocket. 

(Continued on page 60) 
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It’s not a secret ingredient . .. it’s AKH 








* Advertising Know How is the most important contribution that SARRA 
makes to a television commercial, for at SARRA our only business is, 
and always will be, visual selling. 


Sarra’s permanent staffs are all advertising men. They speak the 


A language of the agency and its clients. 3 


They interpret the sell with AKH. 
Sake ; INC. 


Specialists In Visual Selling 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


Television Commercials Photographic Illustration Motion Pictures Sound Slide Films 
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Film Sales 


The peculiar needs of the furniture 
industry make it a natural for spon- 
sorship of certain kinds of tv shows, 
vice 
president in charge of sales for Guild 
Films. 


according to Erwin H. Ezzes, 


“Basically, the man who runs a fur- 
Thus, he 
needs to create in the viewer a curios- 
ity and a loyalty in order to get him 
This can be done by 
giving him a program with appeal. 


niture store needs traffic. 


into the store. 


“It won’t do much good to sponsor 
a run-of-the-mill dramatic or comedy 
show, where so often there is apprecia- 
tion of the program but no ‘recall’ of 
who is backing it.” 

Ezzes pointed up the highly dra- 
matic sponsor identification on shows 
such as The $64,000 Question, This is 
Your Life and Guild Films’ own Con- 
fidential File. 

“These shows have a startling qual- 
ity, and the audience remembers the 
sponsors with a loyalty that pays off 
in sales. This is particularly true if 
the show is doing public service work. 
Even if the topic doesn’t directly con- 
cern the man in the audience, at least 
he remembers that something like it 
happened to a cousin or a neighbor or 
an old friend. 

“Then when he is in the market to 
buy something,” Ezzes continued, “he 
recalls the show and the sponsor.” 

Speaking from his own experience, 
Ezzes cited the case history of Bill 
Terrence, a Southern California carpet 
who sponsored Confidential 
File when it was a local show in Los 


dealer, 


Angeles, before it went into national 
syndication. 

Ter- 
rence was just one of the many carpet 
dealers. 


Before he went into television, 


He had just one store, not 
hard to find, yet not too easy to reach 
in sprawled-out Los Angeles. Terrence 
shopped for just the right kind of 
show to appeal to new customers. 
The result is a real success story. 
gross business skyrocketed. 
(the day 
following the show) Terrence’s sales 
jumped from $1,000 to $12,000. He 
tripled his monthly business to $100,- 
000. He had to rush the enlarging of 


Terrence’s 
For instance, on Mondays 


his store from 1,500 square feet to 
22,000 square feet. His employees 
jumped from three to close to 100. 
Terrence gives all credit to the show. 
In a breakdown of customers who were 
asked how they heard Ter- 
rence’s store, 80 per cent said they 
heard of it on the Paul Coate’s 
“Television cannot do much about 
selling a customer furniture or rugs 
products,” Ezzes adds. 
“But it can get him into the store and 


about 


show. 


or similar 


can work up strong loyalty to a spon- 
sor. After that, it is up to the sales- 
men. The success of Al Terrence in 
Los Angeles shows what can be done.” 

Yet Mr. Terrence’s experience is not 
unique. Other furnishings dealers, too, 
have noticed extensive sales gains after 
their initial tests of the tv medium, and, 
importantly, more tv has made for still 
further gains. 

For the stories of these men in their 
own words, see, “Furniture and Home 
Furnishings,” 
series on product group successes, be- 


ginning on page 48. 


the sixth article in a 


Syndicated Films 


ATLANTIC TELEVISION CORP. 
55/56 Feature Package 

WBKB Chica 7 WGN-TV Chicago; WFAA- 
TV Dallas; AC-TV_ Johnstown; KTVO 
Kirksville, Mo ; WSIX-TV Nashville; 
WHAM-TV Rochester, WGBI-TV Scranton. 
Million Dollar Feature Package 

KTVO Kirksville, Mo.; WSIX-TV Nashville; 
WOR-TV New York; WRCA-TV New York; 
WEAR-TV Pensacola; WHAM-TV Rochester, 
N. Y.; KWFT-TV Wichita Falls. 


CBS TELEVISION FILM SALES, INC. 
Amos ‘n’ Andy 


WCSC-TV Charleston, S. C., Piggly Wiggly 
Stores, (Renewal); WW WJ-TV Detroit, Food 
Fair, (Renewal); WKJG-TV Ft. Wayne; 
KHAS-TV Hastings; KCMO-TV_ Kanses 
City, Wishbone Salad Dressing Co., (Re- 
newal); KNXT Los Angeles, Brown & Haley 
Candy, (Renewal); KNXT Los Angeles, 
Sav-On Drugs, (Renewal); WCOV-TV Mont- 
gomery, Southland Meat, (Renewal); KPHO- 
TV Phoenix. 


Gene Autry 


WLW-A Atlanta, Streitman Biscuit Co.; 
WALA-TV Mobile; KOOL-TV Phoenix, 


Wrigley, (Renewal); KOTA-TV Rapid City. 
Wander Baking Co., (Quality Bakers of 
America); WRGB Schenectady; KFJB-TV 


Valley City, N. D., Regan Bros. Co., 
Bakers of America). 

The Cases of Eddie Drake 
KNXT Los Angeles. 

Fabian of Scotland Yard 
WFBG-TV Altoona; WMAR-TV Baltimore; 
WBBM-TV Chicago; WXIX Milwaukee, First 
Wisconsin National Bank. 

Holiday in Paris 

WMAR-TV Baltimore. 

The Files of Jeffrey Jones 

WMAR-TV Baltimore. 
Life With Father 
KVOS-TV _ Bellingham; 
Howard Johnson Co. 
Long John Silver 


WAFB-TV — Rouee: WCIA Champaign, 
Ill., Dean’s T Evansville; India- 
napolis; WMAZ- tiv Macon; WRGB Schenec- 
tady, Canada Dry Bottling. 


(Quality 


WBZ-TV Boston, 





Cat-Women of the Moon, 


feature film 


an Atlantic 


Newsfilm 

WMT-TV Cedar Rapids; 
S. C.; WTVH-TV Peoria; 
Mo.; KTVI St. Louis. 
Range Rider 
WNBF-TV Binghamton, Stroehmann Baker- 


WBTW Florence, 
KTVO Kirksville, 


ies, (Quality Bakers of America); KVDO- 
TV Corpus Christi, (Renewal); WHP-TV 
Harrisburg, Stroehmann Bakeries, uality 
Bakers of America); KSWM-TV oplin; 


KDUB-TV Lubbock, Tex.; WTVT Tampa, 
Vernor’s Ginger Ale; WIN-T Fort Wayne 


San Francisco Beat 
KPHO-TV Phoenix; WTVT Tampa 
The Whistler 


W-TWO Bangor, Nepco Meats & Barocolene 
Household Cleaner; WXIX Milwaukee 


GENERAL TELERADIO, INC. 


17 Feature Films 


WROW-TV Albany, N. Y.; WMAR-TV Bal- 
timore; WAFB-T Baton Rouge; WNEM- 
TV Bay Cit ; CKLW- TV Detroit; WVEC-TV 
Hampton, ; WGTH-TV Hartford; KHOL- 
TV ~- Bw Neb.; KGMB-TV Honolulu; 
WISH-TV_ Indianapolis; WLBT Jackson, 
Miss.; WMAZ-TV acon; WNHC-TV New 
Haven; WOW-TV Omaha; WEAR-TV Pensa- 
cola; KATV Pine Bluff; WDBJ-TV Roanoke; 
KTVO Kirksville, Mo.; WGBI-TV Scranton; 
KOMO-TV Seattle; WTHI-TV Terre Haute 
30 Feature Films 

WNEM-TV Bay City; WTVD Durham; 
KFXJ-TV Grand Junction, Colo.; WVEC-TV 
Hampton, Va.; WLBT Jackson, Miss.; 
WMAZ-TV Macon; WNHC-TV New Haven; 
WEAR-TV Pensacola; KATV Pine Bluff; 
WDBJ-TV Roanoke; KLIX-TV Twin Falls, 
Idaho; WCNY-TV Watertown, N. Y 


NBC FILM DIVISION 


Badge 714 A 


WMBR-TV Jacksonville; KSD-TV St. 
Manhattan Coffee. 


Badge 714 B 

KFYR-TV Bismarck; KOMU-TV Columbia, 
Mo., Manhattan Coffee; WARD-TV Johns- 
town, Sherer Oil Co.; KOAM-TV Pittsburg, 
Kansas; KSD-TV St. Louis, Manhattan Cof- 
fee. 

Badge 714 C 

WIS-TV Columbia, S. C., S. McDaniels & 
Son; KDAL-TV Duluth; KROD-TV El Paso; 
WKIJG-TV Ft. Wayne, Allen County Motors; 
WBAY-TV Green Bay; KPRC-TV Houston; 
KCBD-TV Lubbock; WMTV Madison; 
KMID-TV Midland, Tex.; KSTP-TV Minne- 
apolis; KFMB-TV San Diego; WSPD-TV 
Toledo, Red & White Stores 

Captured 

WHBF-TV Davenport, Ziffren TV Applian- 
ces; KLZ-TV Denver; WCTV Thomasville, 
Ga. 


The Falcon 


WAGA-TV Atlanta, Carlings Beer; 
Memphis. 

The Great Gildersleeve 
KFXJ-TV Grand Junction, U. S. Branch of 
Grand Junction; KCMO-TV Kansas City, 
Ford Dealers; KARK-TV Little Rock, U. 5 
Army Reserve; WTMJ-TV Milwaukee, Per- 
fect Plus Hosiery; WTMJ-TV Milwaukee, 
Charmin Paper; KSTP-TV Minneapolis; 
WBOC-TV Salisbury, Md., City Dairy; 
WCTV Thomasville, Ga 


(Continued on page 58) 
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Film Sales (Coned from 5 


Hopalong Cassidy — Half Hour A 


7) 


WHIO-TV Dayton; WDAF-TV Kansas City; 


WISN-TV Milwaukee, 
Farm. 


Hopalong Cassidy — Half Hour B 

WDAF-TV Kansas City. 

Hopalong Cassidy — Hour 

WABC-TV New York. 

His Honor, Homer Bell 

WMCT Memphis; KDKA-TV Pittsburgh, 

Inner Sanctum 
KLZ-TV Denver; 


Midwest Motors; WPIX New York; W 
Thomasville, Ga. 


Life of Riley A 

KOOK-TV Billings, Pacific Gamble. 
Life of Riley B 
KTVH Hutchinson, 
Pittsburg, Kansas. 


Life of Riley C 


Kansas; 


Hawthorne Melody 


Pa. 


WDAF-TV Kansas City, 
CTV 


KOAM - TV 


KTVH Hutchinson, Kansas; KGLO-TV Ma- 


son City, Ia. 
Life of Riley D 


KGLO-TV Mason City, Ia.; WIBW-TV To- 


peka. 

Paragon Playhouse 
WIS-TV Columbia, S. C.; 
WwM Memphis; 
WHYN-TV 
Thomasville, Ga. 
Steve Donovan, Western Marshal 
WABI-TV peers, W. T. Grant Co.; 
Denver; WLV 

ee WGBI-TV Scranton, 
Dairy Co. 


KLZ-TV Denv 


KDKA-TV Pittsburgh: 
pringfield, Mass.; WCTV 


KLZ-TV 
-TV_ Lynchburg; KOAM-TV 
Burschel 


Langendorf United Bakeries, Inc. sponsoring 


in following markets: 
field; KHSL-TV Chico, Cal., 
gene, KMJ-TV Fresno, 
KLOR 


KVAL-TV 


KERO-TV i 
u- 
A Los Angeles, 


Portland, Ore., KBET-TV_ Sacra- 


mento, KSBW-TV Salinas, Cal., 


XETV San 


Diego, KPIX San Francisco; KEY-T Santa 
Barbara, KOMO-TV Seattle, KIMA-TV Ya- 


kima. 





Highly Important . . . 


“I regard it highly important 
that I do not miss a single issue 
of TELEVISION AGE.” 


FRANK L. CHIPPERFIELD 
Media Director 


Gardner Advertising Co. 
Saint Louis 








58 December 1955, Television Age 





Borderline, a General Teleradio fea- 
ture film 


Victory at Sea 

KLZ-TV Denver; WHAS-TV Louisville, Lin- 
coln Life Ins.; WOW-TV_Omaha; KOAM- 
TV Pittsburg, Kansas; WIIC Pittsburgh; 
WCSH-TV Portland, Me., Harvard Beer. 


The Visitor 

KLZ-TV Denver; WMCT Memphis; KDKA- 
TV Pittsburgh; WHYN-TV Springfield, 
Mass." WCTV Thomasville, Ga. 


NATIONAL TELEFILM ASSOCIATES, 
INC. 


The Fabulous Forty 
WAKR-TV Akron; WABI-TV _ Bangor; 
WDE!F-TV Chattanooga; KFBC-TV Chey- 
enne; WGN-TV Chicago; WBTW Florence; 
WITV Ft. Lauderdale; KFJZ-TV Fort Worth; 
WJAC-TV Johnstown; WAVE-TV Louisville; 
WDSU-TV New Orleans; KTVT Salt Lake 
City; XETV San Diego; KOTV Tulsa; 
WFMJ-TV Youngstown. 


Christmas Carol 


KFDA-TV Amarillo; WAFB-TV_ Baton 
Rouge; WGTH-TV Hartford; WMTV Madi- 
son; KCCC-TV Sacramento; WPBN-TV 
Traverse City. 


Lamb in the Manger 


KFDA-TV Amarillo; WMTV Madison; 
as TV Quincy; WHAM-TV eee 
Y.; KCCu-TV Sacramento; WPBN-T 

Teanines City. 
New Adventures ¢ ¢ China Smith 
WBTW Florence, S. KTTV Los Angeles; 
WEAR-TV Pensacola; KIVA-TV Yuma. 


WALTER SCHWIMMER 


PRODUCTIONS, INC. 

Championship Bowling 

KBMB-TV Bismarck; WXYZ-TV Detroit; 
KFBB-TV Gress Falls, Hamm’s Beer; WXIX 
Milwaukee; CJB- Minot, N. Dak.; 

KOTA-TV Ra nid City, Hamm’s Beer; KTIV 
Sioux City, amm’'s Beer; KOTV Tulsa; 
KXJB-TV Valley City; WTRF-TV Wheeling: 
KEDD Wichita. 

Bowling Alley Proprietors Assoc. sponsor- 
ing in following markets: WAAM Baltimore, 
KVAL-TV Eugene, WRCA-TV New York, 
KZTV Reno, KGO-TV_ San _ Francisco, 
WTHI-TV Terre Haute, WMAL-TV Wash- 
ington, D. C., WPFH Wilmington. 

Carling Brewing Co. sponsoring in follow- 
ing markets: WNEM-TV Bay City, WBNS- 
TV Columbus, WSPD-TV Toledo, WKBN- 
TV Youngstown. 

Eddy Arnold Time 

Atlanta, Busch Packing Co.; Birmingham, 
Busch Packing Co.; WDSM-TV Duluth; 
KHOL-TV Kearney, Neb., Pillsbury Flour; 
WATE-TV Knoxville, Winter Garden Frozen 
Foods; KNXT Los Angeles; KDUB-TV Lub- 
bock; KMID-TV Midland, Texas; WMCT 
Memphis, Busch Packing Co.; WLBC-TV 
Muncie; Omaha, Pillsbury Flour; KNTV 
San Jose. 


SCREEN GEMS, INC. 
All-Star Theater 


WAGA-TV Atlanta; KHSL-TV Chico; KLZ- 
TV Denver; WDSU-TV New Orleans; WTAR- 
TV Norfolk, Nabisco. 

Celebrity Playhouse 

KIDO-TV_ Boise; KXLF-TV Butte, 
Milk; WCPO-TV Cincinnati, Gibson Wine 
Co.; KIEM-TV Eureka; KFBB-TV Great 
Falls, Segs Milk; KID-TV Idaho Falls, Iron- 
rite Dealers; KBES-TV Medford; WNHC- 
TV New Haven, Narrangansett Beer. 


Jet Jackson 
Las Vegas. 


Segs 


Jungle Jim 

KRBC-TV Abilene; WABT a ~~ 
WTVY Dothan; LAS-TV oa 
WMCT Memphis; WOW-TV Pa TIC 
Pittsburgh; KCRA-TV Sacramento, Gallen- 
kamp Shoes; KUTV Salt Lake City; KSLA 
Shreveport, Crumley Chevrolet. 


Tales of the Texas Rangers 
KLAS-TV Las Vegas. 

Top Plays of 1955 

KHSL-TV Chico; KLZ-TV Denver; KATV 


ae Rock; KLTV Tyler; KRGV-TV Wes- 
aco. 


STERLING TELEVISION CO. 


Animal Time 

WKBT La Crosse, Wis. 

Bowling Time 

KGGM-TV ABequeraue. Davidson Auto 

wae; WKRC-TV Cincinnati, Bavarian Beer; 

VN-TV Columbus, Bavarian Beer; 

KRON. TV Madison, Nehi Bottling & Pyra- 

mid Motors. 


Building for Peace 
WKBT La Crosse. 


Cartoons 
WHIZ-TV Zanesville. 


Household Hints 
WHIZ-TV Zanesville. 


Lash LaRue 
WCOV-TV Montgomery. 


Serenade 
WHEC-TV Rochester, N. Y. 


This Land of Ours 
KRCA Hollywood; KTNT-TV Tacoma. 


This World of Ours 
KTNT-TV Tacoma. 
Vid Bits 

WHIZ-TV Zanesville. 


STUDIO FILMS, INC. 
Showtime 


KIDO-TV Boise, Sexty’s Jewelers; KLAS- 
TV Las Vegas, Famlee Bread; WHUM-TV 
Reading; KEY-T Santa Barbara. 


Studio Telescriptions Musical Library 


WAKR-TV Akron; KENI-TV Anchorage; 
WLEV-TV Bethlehem; WABT Birmingham; 
K1DO-TV Boise; WMT-TV Cedar Rapids; 
KHSL-TV Chico;’ KRNT-TV Des Moines; 
KIEM-TV Eureka; KFAR-TV Fairbanks; 
KFSA-TV Ft. Smith; WNCT Greenville, 
N. C.; KGBT-TV Harlingen; KID-TV Idaho 
Falls; WJAC-TV Johnstown; WGAL-TV Lan- 
caster; KLAS-TV Las Vegas; KATV Little 
Rock; KCBD-TV Lubbock; WMAZ-TV Ma- 
con; KBES-TV Medford; WNHC-TV New 
Haven; KHQA-TV Quincy; WHUM-TV Read- 
ing; WHBF- TV Rock Island; KCOR-TV San 
Antonio; KEY-T Santa Barbara; KTBS-TV 
Shreveport; KCMC-TV Texarkana; WIBW 
TV Topeka; KWFT-TV Wichita Falis; WPFH 
Wilmington; KIMA-TV Yakima. 





Official Films’ My Little Margie 


UNITED PRESS ASSOCIATIONS 
United Press Movietone News 


WMBR-TV Jacksonville; WMUR-TV Man- 
chester, N. H.; WITN Washington, N. C. 


WINIK FILMS, INC. 
Madison Square Garden 


WEWS Cleveland, El Producto Cigars; 
KGMB-TV Honolulu, Tidewater Oil; WTTG 
Washington, D. C., Heckinger Hardware. 





es” 


3 Vere wo 





Film C ommercials 


ACADEMY PICTURES, INC., N. Y. 


Completed: P. Lorillard Co., Old Gold Cigar- 
ettes, Lennen & Newell; Beech-Nut Packing 
Co., Gum, K&E; Bros. Coffee Inc., Cof- 
fee, N. W. Ayer; Gulf Oil Corp., Piston, 
Y&R; Hawley & Hoops, Inc., Starbursts can- 
dy, Ted Bates; Amana Refrigeration, Ama- 
na-Matic, Maury, Lee & Marshall; Nestle Co., 
Inc., Quik, McCann-Erickson. 


In Production: Chevrolet Motor Division, 
OK Used Cars, Campbell-Ewald; Campbell 
Soup Co., Franco-American Sneak. gil- 
Yi; Benson & Mather; Lever Bros. Co., Lux 
quid Detergent, J. Walter Thompson; 
Ward —., Co., re re Bread, J. Walter 
Thompson; Minute 
Ted Bates; Ford Motor Co., Cars, J. Walter 
Thompson; i a Div. of Chrysler Corp., 
Used Cars, N. W. Ayer; General Foods Corp., 
Post Sugar Crisp, B&B; Hudson Pulp & 
Paper Corp., Napkins, Biow-Be igo; 
Armstrong Cork Co., Cork, BBD&O; Gillette 
Safety Razor Co., Maxon; Sylvania Electric 
Products Co., TV, J. Walter Thompson. 


AMERICAN FILM PRODUCERS 


In Production: The Borden Food Products 

Co., Instant Coffee, Doherty, Clifford, Steers 

5 Speen: Progresso Food Products, Carlo 
inti. 


ATV FILM PRODUCTIONS, INC. 


Completed: Emerson Drug Co., Bromo-Selt- 
zer, Lennen & Newell; Remington Rand, 
Inc., Quiet-Riter, Compton; Procter & Gam- 
ble Co., Ivory Soap, vory Flakes, Gleem, 
Drene, Dash, Cascade, Compton; Avco g. 
Corp., Crosley-TV, Compton; Standard 
Brands, Inc., Tenderleaf Instant Tea, Comp- 
ton; Standard Brands, Inc., Royal Puddings, 
Blue Bonnet Margarine, Ted Bates; Gillette 
Safety Razor Co., Promotion, Maxon. 


In Production: Sterling Drug, Inc., Haley's 
Boostered Aspirin & Instantine, Compton; 
Procter & Gamble Co., Tide, B&B; aoe ik 
ton Rand, Inc., uiet-Riter, Compton; U.S.A. 
Reserve, Recruiting, D-F-S; National Broad- 
casting Co., Inc., Promotion; Procter & Gam- 
ble Co., Ivory Soap, Gleem, Ivory Flakes, 
Drene, Compton; Avco Mfg. Corp., Crosley- 
TV, Compton. 


GEORGE BLAKE ENTERPRISES 


Completed: General Cigar Co., White Owl 
& Robert Burns, Y&R; U. S. Tobacco Co., 
Encore, Kudner; Delco-Remy Div. of Gen- 
eral Motors Corp., Delco Batteries, Campbell- 
Ewald; Ford otor Co., Trucks, J. alter 
Thompson; American Home Products Corp., 
Anacin, Heet, Neet, Freezone, Biow-Beirn- 
Toigo; The Toni Co. Div. of the Gillette Co., 
Deep Magic, Weiss & Geller; American Home 
Products Corp., Bi-so-dol, SSC&B. 

In Production: General Electric Co., Insti- 
tutional GE, BBD&O; General Foods Corp., 
Sanka, Jello, Y&R; The F&M Schaefer Brew- 
ing Co., Beer, BBD&O; American Oil Co., 
Public Service Film, Katz; Standard Brands 
Inc., Bates; American Home Foods, Inc., 
Chef Boy-ar-dee, Y&R 


CHAD ASSOCIATES, INC. 


Completed: The Nestle Co., Inc., McCann- 
Erickson; Studebaker-Packard Corp., Pack- 
ard, ; American Chicle Co., Chiclets, 
Baker Advtg.; General Foods Corp., Jello, 
Baker Advtg.; The Waterman en Co., 
Fletcher D. Richards. 


In Production: S. C. Johnson & Son, Inc., 
Jubilee Wax, B&B; Columbia Records, Inc., 
McCann-Erickson; The General Electric Co., 
Maxon; Lever Brothers Co., Rinso Blue, J. 
Walter Thompson; The Gillette Safety Razor 
Co., Maxon. 





United World spot for Coca Cola 





80 Games on WATV 

Ambitious 80-game basketball 
schedule, originating from the 
campus gymnasiums of 17 dif- 
ferent colleges in the New York 
area has been announced by 
watv Newark. Series will be 
sponsored by Pabst Blue Ribbon 
Beer, Hoffman Quality Beverages, 
Paper Mate Pens and Dolly Madi- 
son Ice Cream. Supporting the 
series the station has distributed 
7,500 posters at the local retail 
level and has printed 700,000 
game schedules which are being © 
made available through sponsors. 
The 400 Pabst-Hoffman trucks in — 
the area carry signs calling at- 
tention to the schedule which in- = 
cludes nine Ivy League games 
and the complete Hofstra College 
tournament. 














GORDON M. DAY 


Completed: American Greetings, Inc., 
Greeting Cards, Fuller & Smith & Ross; 
Quaker City Choc. & Conf. Co., Inc., Good 
& Plenty Candy, Adrian Bauer; Rutland Fire 
Clay o., Kex wall repair compound, 
Charles W. Hoyt; Metallizing Engineering 
Co., Inc., Metco lawn sprinkler, E. M. Frey- 
stadt; Corn Products Refining Co., Karo 
Syrup, C. L. Westinghouse Corp. 
Appliances, Ketchum, MacLeod & Grove and 
Fuller & Smith & Ross. 

In Production: Community Coffee, Herbert 
S. Benjamin. 


LALLEY & LOVE, INC. 


Completed: The Nestle Co., Inc., Chocolate 
and Instant Coffee, McCann-Erickson; J. A. 
Folger & Co., Instant Coffee, Cunningham & 
Walsh; International Latex Corp., Playtex 
Gloves, Reach, Yates & Mattoon. 


In Production: Aluminum Co. of America, 
Ketchum, MacLeod & Grove. 


LOUCKS & NORLING STUDIOS, INC. 


Completed: Goodyear Tire & Rubber Co., 
Inc., Tires, Y&R; Gillette Safety Razor Co., 
Y&R, Binaca Toothpaste, Maxon; Wine 

Growers Guild, D-F-S; J. A. Folger & Co., 

agua Cunningham & Walsh; Bulova Watch 
oO. 


VIDEO PICTURES, INC. 


Completed: The Simoniz Co., Floor Wax, 
SSC&B; The Gruen Watch Co., Grey. 

In Production: The American Tobacco Co., 
Tareyton Cigarettes, Hackett; Anson, Inc., 
Jewelry, Grey; The Centaur-Caldwell Div. 
of Sterling Drug Inc., Molle Shaving Cream, 
Thompson Koch. 





* Quiet * Roll ’em 


eACTION! 


— Equipment for the movie — 
— and Television Producer — 


THE CAMERA e MART, Inc. 
1845 B’way N.Y. 23, N.Y. Circle 6-0930 

















In the SPOTlight 
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Bulova (Cont'd from page 55) 


And while the company has issued 
no specific word about other new 
products to be produced after the elec- 
tric shavers, it’s known there are six 
that Bulova considers good candidates. 
Certainly, its record in radio set pro- 
duction has raised the question whether 
tv sets—perhaps in portable versions— 
aren’t next on the list. 


Meanwhile, it’s stepping up adver- 
tising to coincide with product expan- 
sion. An important move in this area, 
which Ballard made to keep the com- 
pany on top of the rapidly expanding 
tv market, was to establish a Tv Dealer 
Advertising division. Purpose: To 
help local dealers use tv, too. 


When new staiions were springing 
up like ragweed two years ago, the 
company realized it could not expect 
to secure its time spots in every station 
that opened. It set its sights on the 
markets that lay in the area of the 
nation’s 60 largest cities. But, reluctant 
to let any market go without Bulova 
announcements, it also developed its 
tv dealer advertising scheme. The idea 
simply is that Bulova provides all the 
material and work needed for spots; 
the local merchant has only to sign 
the check for airtime. 


This project insures almost total 
coverage. In a market with, say, four 
tv stations, one or two are probably 
carrying regular Bulova commercials, 





WNCT 


channel 


Serving prosperous eastern N. C. 





while the other two are also plugging 
Bulova products on behalf of local 
jewelers. 

When the idea was first conceived, 
it was designed only for spot use. But 
now the company is also supplying 
local advertisers with complete 15- 
minute and half-hour program pack- 
ages. 

In this new aspect of its tv thinking, 
Bulova expects to benefit heavily from 
its recent association with McCann- 
Erickson, the cloud-climbing agency 
of the industry. Terence Clyne, the 
man to Ballard 
Bulova’s advertising at Milton Biow’s 
agency, shifted with the account when 


whom entrusted 


it moved to McCann and recently was 
named chairman there of the impor- 
tant plans board. 

Nevertheless, Bulova’s approach to 
spot has not been without disadvan- 
tages. The chief problem is that practi- 
cally everyone—watch companies and 
others — has latched onto the Bulova 
technique so widely that the public 
has become somewhat confused by it 


all. 


30-Second Announcement 


Some hint of this thinking is seen 
in the recent admission by Clyne that 
the 10-second ID which he invented 
for Bulova in 1949 has now become 
“a Frankenstein.” Clyne thinks that, 
for the effectiveness of the message 
and for the good of broadcasting, “It 
would be best if only 30-second an- 
nouncements were sold for use on the 
station break.” Clyne’s comments were 
not made in connection with any 
Bulova move, but it’s a safe guess that 
his thinking — especially on spot — is 
listened to attentively in Bulova coun- 
cils. 

Bulova is not 
exactly letting business slip through 
its fingers. Sales for this year are 
expected to total $76.4 million, which 
means the company has to clip off a 


In the meantime, 


| daily volume that is close to $250,000. 


And it looks quite possible that, come 
1957, Bulova will have hoisted itself 
into the $100-million sales class, mak- 
ing it the undisputed colossus of the 


| jewelry industry, as well as a husky 


entrant among the nation’s industrial 
leaders. All this goes to prove just 
what can be done with time — even 


Sets (Cont'd from page 54) 


York (See question 6). In San Fran- 
cisco 17 per cent of families watched 
the living room set 6 hours or more 
and 15 per cent watched one of the 
bed room sets for the same length of 





QUESTION 7: “Were two or 
more sets in use at the same 
time yesterday?” 


Yes 48 43.2% 
No 63 56.8 
Total multiple 

tv owners 111 100 














time, as compared with only 7.8 per 
cent and 8.1 per cent in New York. 

The percentage of homes with two 
or more sets in use at the same time 
was about the same on both coasts, 
with 48 per cent of San Francisco 
homes reporting in the affirmitive and 
49 per cent in New York (See ques- 
tion 7). 

West Coast children and teenagers 
showed slightly more interest in watch- 





QUESTION 8: “Who was watch- 
ing?” 


Men (18 andover) 47 29.9% 
Women 

(18 and over) 48 30.6 
Teens (12-17) 300s 19.1 
Children 32 8620.4 
Total persons 

viewing 157 100 


Total simultaneous 
viewing homes 48 











ing television than their eastern count- 
erparts did. There, teenagers made up 
19 per cent of the total audience, as 
compared with 14.6 per cent in New 
York, and 20.4 per cent were children 
under 12, as compared with 18 per 
cent (See question 8). 
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| 10 seconds — if it’s put to good use. | 
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Washington Memo | 


FCC REACHES IMPASSE. 
As Comr. John C. Doerfer expressed 


it in a recent speech before Texas 
broadcasters, the FCC is now at the 
crossroads. Having decided against 
selective deintermixture of uhf and vhf 
channels and called for new proceed- 
ings to consider nationwide solutions 
to television allocation problems, the 
agency has reached an impasse. In a 
practical sense, it has already given 
up on uhf (although technically it can 
entertain proposals for reallocation in 
which uhf can be utilized on a large 
scale) and cast its lot with vhf as the 
only source of channels for tv expan- 
sion. The question now before the in- 
dustry is: Where does it go from here? 
The answer will soon be forthcom- 
ing if it isn’t already at hand. Various 
proposals have already been submitted 
to squeeze in more assignments from 
the existing 12 vhf channels by reduc- 
ing the minimum mileage separations 
between stations on the same or ad- 
joining channels. These squeeze-ins 
won't have the coverage of the existing 
v’s but at least they won’t have the 
conversion problems of the u’s. And 
since coverage determines who gets 
what network they will be at a dis- 
advantage in competing for affiliations. 
That the Commission is looking to 
the squeeze-ins as the immediate solu- 
tion to the uhf problem is evident from 
its Notice of Proposed Rule-Making in 
which it requests that new allocation 
proposals submitted include data speci- 
fying deviations from present stand- 
ards, their effect on existing assign- 
ments and the extent to which the plan 
provides for additional stations. 
While the notice also requests data 
on the impact of proposals on receiver 
incompatibility and on the educational 
reservations, responsible sources in the 
broadcasting industry believe this is 
only legal window-dressing to entertain 
plans for nationwide deintermixture. 
Since the legality of the Commission’s 
denial of selective deintermixture has 
been under attack because of material 
which was informally presented dur- 
ing the proceedings, the inclusion of 
data relating to any proposals to save 


uhf is not considered particularly sig- 
nificant. 


MORE FINAL DECISIONS. 
By the time this is read, the Commis- 


sion will have issued a number of final 
decisions on contested vhf applications 
which had been held up pending the 
outcome of the deintermixture cases. 
And by this time there will have been 
filed with the U.S. Court of Appeals 
of the District of Columbia an assort- 
ment of petitions requesting that these 
grants be stayed and the Commission 
be enjoined from issuing other vhf 
authorizations in intermixed markets 
until the new proceedings are con- 
cluded. 


made that if the Commission seriously 


Strong arguments will be 


intends to consider nationwide ap- 
proaches to the solution of uhf prob- 
lems it could just as well wait a few 
months longer — having waited so long 
already — before using the vhf grants. 

Since FCC grants take effect 30 
days after issuance, the Court must 
act within the next few weeks if the 
Commission’s indicated course in the 
direction of vhf as the pattern for tv 
expansion is to be checked or changed. 
The Commission apparently feels con- 
fident the court won’t stop it although 
a considerable body of the legal pro- 
fession feels that Comr. Rosel Hyde’s 
vigorous dissent to the majority action 
strongly supports the contentions of 
uhf broadcasters that the decision on 
deintermixture was not based on the 
merits. 


OTHER METHODS. However, bar- 
ring a stay by the court, the Commis- 
sion will rely on various approaches 
within the vhf orbit to provide for 
more tv stations. The utilization of the 
squeeze-in is one method but it has 
limitations in that it doesn’t even pro- 
vide for three stations, let alone four, 
for each of the first 100 markets. It 
also has the disadvantage of providing 
less coverage than existing v’s; there- 
fore the third station in most of the 
100 markets would be like a regional 
am station competing against two 

(Continued on page 62) 
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317, hours per week 


ct Muncie is Ist 


in the nation in 
HOURS PER WEEK 
SPENT VIEWING TV | 


WLBC-TV is Ist 
choice in 
MUNCIE FOR 
TV VIEWING 


They really go for TV in Mun- 
cie as proven in a recent na- 
tion-wide survey made in 34 
cities by the American Research 
Bureau. The average Muncie 
family spends 31% hours per 
week watching television . . . 
more hours per week than any 
other city! WLBC-TV leads in 
Muncie according to the No- 
vember A.R.B. Report, telecast- 
ing from 7 A.M. to 11:30 P.M. 


CBS - NBC - DUMONT-ABC NETWORKS | 





WLBC-TVI 





MUNCIE, INDIANA 
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clear channels. It would have to take 
ABC and ABC would have to take it — 
a limitation the network doesn’t relish. 

For this reason, the Commission may 
not be too cold to proposals to change 
the standards of all vhf assignments in 
order to get the largest possible num- 
ber of equally competitive stations out 
of the existing 12 channels. Of course, 
there will be strong opposition to any 
such approach. No station wants its 
coverage reduced. 

What is the alternative? More vhf 
For the first time, there 
seems to be a really concerted effort to 
get them. Chairman George C. Mc- 
Connaughey held an important meet- 
ing a few weeks ago with Office of 
Defense Mobilizer Arthur S. Flemming 
to fully explore the possibilities. An 
inter-governmental committee is to be 
formed, with McConnaughey represent- 
ing the FCC, to determine whether the 
military can turn over precious vhf 


channels? 


space for commercial use. 


If McConnaughey can get the mili- 
tary to part with any of its channels — 
perhaps through a trade on a two for 
one basis for uhf —he will have ex- 
ecuted a real coup. But the chances 
aren't too good. For one thing, it 
would require more than a few chan- 
nels, maybe a dozen, to fill tv’s needs. 
It would also cost the military a pretty 
penny to shift operations from vhf 
to uhf or to other channels, and that 
would require assurance that the funds 
would be forthcoming. 


There are other problems involved, 
such as time and transition and conver- 
While the new v’s would have 
equal coverage with the old, they 
would be at a disadvantage until cir- 
culation problems were solved. How- 
it’s assumed that conversion 
would be much easier in vhf than in 
uhf and that the additional cost of 
manufacturing sets with the additional 
vhf channels would be insignificant. 


sion. 


ever, 


DOERFER THINKING.Commissioner 
Doerfer, incidentally, made some per- 
tinent observations in his speech (be- 
fore the NARTB regional meeting in 
Dallas) which may indicate how the 
allocation problem will be resolved. 
If uhf stations are dependent on net- 
work programs to stimulate conver- 





sion, he asked, then why should the 
Commission be concerned about such 


objectives as “outlets for local expres- 
sion” and competition through “mul- 
tiple services?” And then he said, 
“At best, three stations will be ce- 
mented into most markets, and this 
may be all for a long time to come. 
This could be accomplished by the 
addition of a few vhf channels — taken 
from the military or other services.” 

Mr. Doerfer was well aware of the 
objections to putting such a ceiling on 
television. He recognized the rate at 
which the population is growing, the 
prospect of developments which may 
lower the cost of station operation, the 
possibilities of new formats which may 
obviate the need for network affiia- 
tions and the possible shift from the 
national to the local advertiser as the 
main prop for station support. 


HOW MANY NETWORKS? 
What it comes down to then is whether 


the future of television is to be built 
on a structure of three or four net- 
works. If the objective is four, it will 
obviously be necessary to provide that 
many stations in each or most of the 
100 leading markets. And to provide 
for four stations in these markets with- 
out the use of uhf might require as 
many as 20 additional vhf channels 
(even with reduced mileage separa- 
tions). 

If Comr. Doerfer’s observations are 
indicative, the Commission will settle 
for a pattern based on three networks. 
Such a determination will, no doubt, 
bring loud repercussions — from uhf 
broadcasters and from the Capital. 
It will be pointed out — with some 
qualifications — that even when there 
were only 108 tv stations, there were 
four networks and that now with four 
times as many stations there are only 
three. The Commission will be charged 
with being pessimists, with ignoring 
the unanticipated growth of radio, with 
selling tv short. But it will have some 
It will be able to show that 


the tremendous increase in the num- 


answers. 


ber of am stations did not bring more 
networks, that hundreds of new radio 
stations survived without networks and 
that network affiliation is no criterion 
of a station’s service to the community. 

There should be some interesting 
maneuvers — some mock, some real — 
this winter. 











Newsfront (Contd from 39) 


Dr. Thomas E. Coffin, manager of re- 
search for NBC, said in announcing the 
findings. “They show that when the 
dealer sounds off on advertising, tele- 
vision is the medium of his choice.” 

Highlights of NBC’s exploration of 
food and drug merchants were: 

e When a brand is advertised on tv, 
dealers know it from their own per- 
sonal viewing. 

e Television, more than other adver- 
tising, gets people talking about brands. 

e Tv beats other media in getting 
dealers to stock brands not previously 
carried. 

e One of four retailers gave tv 
brands more or better shelf space. 

e One of four retailers gave tv 
brands special displays. 

e Two of three retailers reported ex- 
ceptional sales gains on tv brands. 

e More than 60 per cent of grocers 
and druggists rated tv as a very good 
pre-selling force. More than 25 per cent 
of the remaining 40 per cent rated tv 
as good. 

e Three out of four dealers recom- 
mend tv to the manufacturers whose 
brands they handle. 

The study was one of the most am- 
bitious ever undertaken by the network 
and included questioning before and 
after television of 7,500 households in 
the medium-sized market of Fort 
Wayne. The survey also included 220 
food stores and 69 drug stores with the 
same before-and-after technique. The 
market develops approximately $61- 
million worth of food and drug sales 
annually. 


TO PROTECT THE GAME. 
Seeking to preserve football from “de- 
structive forces and to assure its fu- 
ture,” the National Collegiate Athletic 
Assn. has, for six years, masked tv 
coverage. Barraged with protests from 
fans and station-owners alike, its tv 
committee has been compelled, in re- 
cent years, to lift the mask for a teasing 
peak at a game a week for each con- 
ference. 

But NCAA tv rules have remained 
as full of twists — and blind ends — 
as the Hampton Court maze. And last 
month it looked as though the public, 
tiring of the television game that NCAA 


has been playing, was ready to mow 


the maze down. 

@ xrNT-TV Des Moines openly de- 
fied the NCAA by acting in what it 
termed “the public interest” and carry- 
ing the lowa-Minnesota game, despite 
a blackout ruling. School officials, the 
station argued, had already sanctioned 
coverage by a six-state regional net- 
work that included three other lowa 
outlets, KvTV Sioux City, WMT-TV 
Cedar Rapids and K¢LOo-Tv Mason City. 
KRNT-TV merely took the telecast off 
the CBS-TV line that supplied them. 

The station defended its action by 
asking how a tax-supported institution 
could be party to an agreement that 
denied the public right to witness sports 





DR. THOMAS COFFIN 
Dealers choose tv 


events at that institution. And by 
month’s end, at least one state legisla- 
tor was threatening to introduce a bill 
to preserve and protect the public 
perogative. 

@ Not to be outdone, the NCAA 
also threatened legal action and, more 
immediately, cut off all CBS-TV affili- 
ates in lowa from coverage of the 
Illinois-Wisconsin game the following 
weekend. 

@ lowa’s Governor Leo A. Hoegh 
thereupon wired Walter Byers, NCAA 
executive director, and Asa Bushnell, 
chairman of its tv committee, to allow 
three CBS-TV affiliates to carry the 
next week’s game between lowa and 
Notre Dame. Whereas wmt-tv Cedar 
Rapids had been granted NCAA per- 
mission, the Governor pointed out that 
pick-up and line charges were pro- 
hibitive for one station. He also urged 


that the other applicants be, like 


WMT-TV, considered “home stations” 
inasmuch as the college is state-sup- 
ported. Finally, he noted that since 
there was no other college game in 
lowa that date, there was no need to 
protect gates. 

Notre Dame’s voice — raised loudly 
in the past to protest NCAA tv rulings 
—was vocalized by its athletic director, 
Ed Krause, who hoped “the good Gov- 
ernor gets his wish.” 

@ The ruckus undoubtedly looked 
familiar to wJIM-Tv Lansing, which 
had been denied coverage of the Michi- 
gan State-Illinois game Oct. 24. Tick- 
ets had been sold out 30 days earlier 
and, during that time, both schools had 
consented to the telecast to meet “over- 
whelming” public demand. But, the 
NCAA replied, there were three other 
games to be played that day within a 
90-mile radius: Albion College vs. 
Beloit College at Albion; Michigan 
State Normal vs. Southern Univ. at 
Ypsilanti and Western Michigan Col- 
lege vs. Washington Univ. at Kala- 


mazoo. 


Gross Has Answers 


Harold F. 


an answer. 


WJIM-TV’s 
Gross, 


president, 
was not without 
Of those three colleges, “One and per- 
haps all,” he reported, “would have 
readily consented to the telecast had 
you inquired.” But, even so, the com- 
bined seating capacity for the three 
games was less than 4 per cent of the 
total tv sets in the WJIM-TV coverage 
area. He might have added that, un- 
less Marilyn Monroe was to have made 
a public appearance (she wasn’t) , those 
games were obviously of limited pub- 
lic interest anyway. 

“Telecasting is a great national in- 
dustry impelled by a dominant public 
interest,” Mr. Gross explained. “Col- 
lege football has become big business 
—as such, it cannot be pampered as a 
sacred cow because colleges are some- 
where in the background. When this 
combination abandons the field of edu- 
cation and sets out to regulate the 
football business and to basically re- 
strain another and vital industry, it 
can hardly claim immunity from the 
laws that bind all alike.” 

Mr. Gross 


attorney general Herbert Brownell to 


thereupon telegraphed 


“register complaint and request ap- 
propriate departmental action.” 
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Furnitu re (Cont'd from 49) 


of the commercials, was $820. Sales 
amounted to $52,767, a sales cost of 
1.6 per cent. 

General Department Stores decided 
to continue the use of tv. Six live one- 
minute commercials demonstrated a 
ten-piece modern living room group 
at $229.95. After ten days the stores 
had sold 97 living room suites. Since 
the six commercials cost $410 and the 
suites brought in $22,305, the cost of 
advertising was only 1.8 per cent of 
the retail value of the furniture. An 
offer of an attractive dinette set, using 
five one-minute commercials, sold 128 
sets. Another promotion on washing 
machines resulted in 167 sales. 

Summing up their experience, Paul 
C. Jamieson, merchandising manager 
of General Department Stores, says, 
“Our business has generally improved 
over 1954, but a very significant fac- 
tor is where the increase has taken 
place. Here is a comparison for the 
first four months of 1955 with the same 
period of 1954: soft goods, up 25 per- 
cent; food departments, up 37 per 
cent; home furnishings departments, 
up 81 per cent. 

“Notice that the home furnishings 
departments have substantially outdis- 
tanced both the food and soft goods de- 
partments,” Mr. Jamieson points out. 
“The home furnishings departments 
are the only ones in which we have 
centered promotions on tv.” 


Mostly Local 


Generally, except for a few special- 
ized lines, home furnishings advertis- 
ing is placed on a local or regional 
basis. Exceptions are such firms as the 
Armstrong Cork Co., which spent 
$884,055 on network tv during the first 
six months of 1955. The total for all 
companies in the household furnish- 
ings field during the same period was 
only $1.6 million. 

Last year the network total for 
household furnishings came to $4.03 
million, a sizeable increase over 1953 
when the network billings came to $2.9 
million, according to Publishers In- 
formation Bureau. 

Furniture store use of tv as an ad- 
vertising medium is increasing almost 
every month as the larger stores dis- 
cover that the medium offers an oppor- 
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Six South Bend home furnishing dealers at the contract signing for Furniturama, 





a showing of modern styles in furniture on wsBt-tv South Bend. Seated, |. to r., 
Richard Garnitz, Garnitz Furniture Co.; Neal B. Welch, general manager WsBT-TV; 
Melvin Baer, Baer Furniture Co. Standing, Stuart Cahn, Ries Furniture Co.; How- 


ard Schrager, Robertson’s Dept. Store; Robert Hague, Hague’s Floor Coverings, 


and William Bright, the Bright Co. 


tunity to demonstrate their merchan- 
dise without first drawing customers 
into the store and smaller dealers find 
that costs of tv are not prohibitive. 

Following, arranged in alphabetical 
order, are some typical examples of 
television use by both large and small 
outlets in all areas of the country. 

® The American Furniture Co., Albu- 
querque, has found that the new NBC Film 
Division half-hour series, Hopalong Cassidy, 
is an effective salesman. According to Duke 
Kerstein, head of the agency of the same 
name, which represents American Furniture, 
“Hoppy sold merchandise; by using Hoppy 
we sold everything from Wundaweave car- 
peting, bedding and drapes and furniture 
pieces to gift items for Father’s Day.” Com- 
mercials are aimed for the adult audience. 

© Furniturama was the title six South 
Bend furniture dealers gave their hour-long 
one shot show on wsBT-Tv South Bend last 
spring when they banded together to dis- 
play the newest trends in indoor and out- 
door furniture. On the air from 10 to 11 
p.m. on a Wednesday night, the dealers 
participating described the furnishings by 
means of an on-the-set series of interviews 
with wsBT-TvV announcers. Modern styling 
in living room, dining room, bedroom and 
lawn furniture was displayed. The furniture 
show included musical entertainment by the 
Hoosier Favorites. Furniture dealers who co- 
operated in the show included Garnitz Fur- 
niture Co., Baer Furniture Co., Ries Furni- 
ture, Robertson’s Department Store, Hague’s 
Floor Coverings and The Bright Company. 


® Gimbels in New York and Philadel- 
phia has found that television advertising 
of its reupholstery department has not only 
greatly increased business for the depart- 
ment but has brought new customers to the 
parent stores as well. 

Back in 1952 the*Gimbel Upholstery De- 
partment was a seasonal operation with only 
one factory and eight outside salesmen. 
After turning to television the firm has 
grown to four factories in the New York 
area alone and 28 outside salesmen. Business 
volume last year was over $2 million and 
there was no seasonal slump, says Jesse 
Moore, executive in charge. 

The television drive was launched in 
March 1953 through The Telesales Co., New 
York. Bob Zimler, Telesales president, had 
very definite ideas about using television 
to sell upholstery. He believed that people 
seeing an upholstery commercial might be 
left with a buying impulse but that this 
impulse would be lost unless people were 
given something to do right away. 


Asked for Action 


“We decided to capitalize on our com- 
mercials,” Mr. Zimler says. People were 
asked to phone a special number or write 
in immediately. So successful was this for- 
mat that Gimbels officials were soon con- 
vinced. The first few commercials on wrCca- 
tv New York brought so much business that 
it was necessary to stop the advertisements 
while Gimbels caught up on orders and 
hired more salesmen. 

Today Gimbels buys around 15 participa- 
tions a week on wreca-Tv. In Philadelphia 








participations are on wcau-Tv. More than 
$100,000 of the Gimbel’s upholstery adver- 
tising budget goes into tv each year. Every 
Gimbel’s commercial emphasizes quality 
workmanship. Machinery is seldom shown on 
“Our tv film show 
fine craftsmen actually tailoring fabrics, re- 
covering frames, sewing materials,” says Mr. 
Moore. “No machines, just men. That gets 
the point of quality craftsmanship 
better than words.” 

® Groce Furniture Co., Lubbock, Texas, 
has found that its program on kKpuB-Tv Lub- 
bock is the most effective advertising it has 
the thirty-minute 
show are presented by F. W. Groce, owner of 
the store and a homespun personality who 
attracts a sympathetic and friendly audi- 
ence. Mr. that his 
commercials have been ten times as effec- 
tive as his newspaper advertising and have 
created a “friendlier feeling toward the 
store.” Television, says Mr. Gross, “at the 


television. commercials 


across 


used. Commercials on 


Groce feels television 


present time is the cheapest advertising I 
do, and I feel that it 
that way.” 

® Hardy Co., Lincoln, Neb., 


had to increase the number of its delivery 


will continue to be 
Furniture 


trucks because of the increase in business 
which it attributes to its television adver- 
tising on KOLN-TV Lincoln. Starting in Au- 
gust, 1954, with sponsorship of Lincoln-Land 
News (10-10:10 p.m.) three days a week, 
the store increased its sponsorship to five 
days a week within two months and has just 
signe ' a year’s renewal for the program on 
a Monday-through-Saturday basis. 

Jerry Hunt, general manager and treasurer 
of the firm says, “People come in from 80 to 
100 miles outside Lincoln asking for the 
living room suites they’ve seen us advertise 
on KOLN-TV.” 

Lincoln-Land News features events from 
the trading area and continues to earn a 
high rating month after month. 

The store’s advertising budget is around 
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Jimmy Shearer and the 30,000 letters 
and postcards he received after his 
first seven programs on watv Newark 
for Koos Brothers, Rahway, N. J., fur- 


niture house. 


$100,000 a year, about 25 per cent of which 
is spent in television. Russell Dodd, adver- 
tising manager, handles placement direct. 
Kemble Brothers Furniture Store of Fort 
Worth, Texas, has been using WBAP-TV since 
1948 and plans to continue and expand 
that use in the future. Advertising budget 
is around $100,000 with 25 per cent going 
into television. The firm sponsors a news 
program on WBAP-TV and supports this with 
announcements. T. L. Knight, adver- 
tising manager, says that “advertising on tv 


spot 


establishes the firm as a solid member of the 
has 


television advertising is bringing new cus- 


community.” Kemble Brothers found 
tomers into the store regularly. 

® Kominz Furniture Co., Rochester, N. Y., 
sponsors Eleventh Hour News Monday and 
Wednesday on wWwHAM-tv. The five-day-a- 
week program includes local as well as 
national and world news and enjoys a high 
local rating. Executives of the furniture com- 
pany have been well pleased with results of 
the show. 

® Koos Brothers, Rahway, N. J., has been 
pleased with the response they have received 
to their musical program on watv New York- 
Newark. Jimmy Shearer, a singer of old 
songs, appears on WATV every Monday and 
Thursday night at 9:30 under the sponsor- 
ship of the store. Without any kind of pre- 
giveaway the station 
30,000 letters and post cards after Shearer’s 
first seven programs for the store. 


mium or received 


Mangurian Furniture Co., Rochester, N. Y.. 
has sponsored the news on wvetT-Tv Roches- 
the air in 
November, 1953. Newscasts include both na- 
tional and local news film. 
® Milford Furniture Co., Lake Charles, La., 
has been pleased with the television cam- 
paigns it has tried on Kpic-tv Fort Charles. 
A recent campaign on dinette suites sold out 
the stock of forty suites within three days 
after the announcements. Another campaign 
five days later on bedroom suites sold 16 
the first day. 

J. J. Guillory of the furniture company 


ter since the station went on 


told station management at KPLe-Tv, “I look 
forward to your station’s continuing to play 


an important part in our future promo- 
tions.” 

® National Furniture Co., Sioux City, Lowa, 
NBC Film 


Division program, on Kvtv for the past two 


has been sponsoring Badge 714, 


years. Herb Baumsten, one of three brother- 
partners in the firm, assesses his results pri- 
marily in terms of good will which has 
turned eventually into added sales. 

“We don’t pitch and pound,” says Herb, 
like Herb Shriner 


and who, along with his brother Sid, does 


who sounds remarkably 


his own commercials. “We take it slow. No 
We 


the merchandise. Sometimes we 


pressure. talk about our store more 
than about 
never show 
Mostly Sid 
the smooth 


around and 


an item during the commercial. 
does the talking, because he’s 
one, and I just kind of hang 
maybe stand on a table to show 
how strong 
pounds. 
“We have what I'd 


store. Sometimes we talk about how we do 


it is.” Herb is 6’ 1”, weighs 225 
medium-size 


call a 


our own janitoring. Sometimes we throw in 


a pitch for the Red Cross or for flood 
victims.” 
Baumsten noted the high rating for 


Badge 714 brought many potential custom- 
ers into the store. “Lots of people watch the 
show, and when they think of furniture, 
they think of us. We have a kind of personal 
touch with the customers. They see us on 
tv and they come into the store and call 
us by our first names. 

Tangible results are difficult to measure, 
(Continued on page 66) 
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Furniture (Contd from 65) 


Baumsten frankly admits. “Sometimes we'd 
show some big bargains and nothing would 
happen. Other times we'd show real large 
items, like two-piece sectionals, and they'd 
sell like hotcakes. Mostly we just made a 
lot of friends for the store.” 

©@ Northwest Furniture Manufacturers Assn. 
has found a live 15-minute series on KOMO- 
tv which has a high-rating and draws a 
large amount of mail from its audience. 
Intended to promote furniture manufactured 
in the northwest the program does not 
attempt to sell any particular piece of fur- 
niture. All kinds of home furnishings are 
included. The program follows a question 
and answer format, with Ruth McCloy di- 
recting the questions which are answered by 
an executive or representative of the firm 
producing the piece of furniture under dis- 
cussion. Construction, fabrics and design of 
each piece are described. 

Consumer interest is sustained by each 
manufacturer offering a piece of furniture to 
the viewer writing the best letter on “What 
I like, or dislike, about the merchandise 
shown.” The letter response has been over- 
whelming. Manufacturers answer all of the 
letters sent in to the program. Although 
there is no direct selling on the program, 
retailers have been enthusiastic about the 
telecasts. They feel that the program creates 
good will for the entire furniture industry. 


DETROIT'S 


SHOWPLACE] | 


*% Beautiful studios to produce beauti- 
ful shows 

* Largest, most useful facilities of any 
Michigan station 

* Astaff of on-the-screen and behind- 
the-screen experts 


CHANNEL 4 






WWJ-TV 


NBC TELEVISION NETWORK 


ASSOCIATE AM-FM STATION WWJ 
First in Michigan—Owned and 
Operated by THE DETROIT NEWS 


“J 


s 
National Representatives 
FREE & PETERS, INC. 











Gordon Smith, News Final commenta- 
tor on WBAP-TV Fort Worth, is also 
the spokesman for Kemble Brothers 
Furniture Store, sponsor of the pro- 
gram. Kemble’s is well pleased with 
the program as an advertising medium. 


@ Richardson Furniture Warehouse of Mi- 
ami is an alternating Sponsor of Late News 
(11-11:10 p.m.) Wednesdays on wtvy Mi- 
ami. The Monday-through-Friday 
show is presented by Howard Brown and is 
one of the high-rated news programs on 
which the station prides itself. 
®@ State Furniture Co., Davenport, Iowa, has 
been using telecasts on woc-Tv Davenport 
for the past five years with such success that 
sales have increased 300 per cent and the 
store’s territory has expanded to take in 
all of the area covered by the tv station. 
When the store first began using television 
in 1950 it had one truck taking care of all 
of its out-of-town business. Today three out- 
of-town trucks are on the highway six days 
a week with regular schedules taking them 
as far away as 90 miles from Davenport. 
After an initial experiment with film, State 
Furniture has settled on a live amatcur 
talent show, Golden Opportunity (7:30-8 
p.m., Fri.). Each week five contestants, se- 
lected in advance from applicants, appear 
on the show. Winners are selected each week 
by the audience which sends in its votes by 
mail. A prize is awarded the following week 
and winning acts are entitled to compete 


news 


in a final contest fer a grand prize. 


Intimate Show 


The intimate nature of the show is felt 
to contribute largely to its effectiveness by 
Joe Sirota, president of the furniture com- 
pany. Two commercials are used on each 
program. They are presented live by War- 
ren Vasen, producer and announcer for the 
program. An example of the pulling power 
of television is cited by Mr. Sirota in an 
article in National Furniture Review. When 
a carload of mattresses arrived thirty days 
ahead of schedule it was put in the ware- 
house instead of in the store and the quality 
features of the mattresses were demonstrated 
on a telecast on Friday, Jan. 21. A special 
price of $29.75 was put on the mattresses 
and the announcement made that the mat- 
tresses would go on sale on Sunday, Jan. 23 
at the company’s warehouse. The store re- 
ceived 170 orders for the mattresses on Sat- 








urday before the Sunday date, 45 by long 
distance phone. By Sunday the complete 
shipment of 400 mattresses had been sold. 
Another carload was ordered and within three 
weeks 840 mattresses had been sold, 201 on 
orders by long distance. 

So successful has television advertising 
been for the store that State Furniture is 
just completing a new suburban store which 
will have 40 thousand feet of floor space 
and will cost about $250,000. 
® Union Furniture Co., San Francisco, with 
nine stores in northern California, has found 
syndicated tv film the perfect answer to its 
local and regional merchandising problems. 
Union Furniture has been sponsoring Badge 
714, the NBC Film Division syndication, on 
KSBN-TV Salinas for the past year and a half 
and just started the program three months 
ago on KNTV San Jose. 

According to Frank J. Schlessinger, Union 
Furniture account executive at Selby & 
Assoc., San Francisco, “Our client has ob- 
viously been very happy with the results 
produced by Badge 714.” 


Switched to Tv 


® Van Haaren Furniture Co., Bay City, 
Mich., with two stores, had always spent its 
entire budget, between $10,000 and $12,000, 
in newspapers until December, 1954, when 
Grant Van Haaren, manager, decided to try 
tv. The overall budget was cut to $8,000, 
half going into newspapers and half into 
announcements on WNEM-TV Bay City-Sagi- 
naw. In spite of the budget reduction Mr. 
Van Haaren says that sales are running 
25 per cent ahead of last year. Usual plan 
is to use 10 spots in one week on WNEM-TV’s 
spot saturation plan, then wait for three 
weeks and repeat the performance. Each 
series of spots emphasizes a special furni- 
ture promotion. One recently offered a bed- 
room suite for $2 if a living room suite were 
purchased at $189.50 or more. The offer, 
which .had been used previously in news- 
papers until it had reached a point that 
it failed to pull, brought in customers 
from throughout northern Michigan. 
“Television started the whole promotion 
again,” says Mr. Van Haaren. “People con- 
tinue to come in, in sizable numbers even 
three or four weeks after my ten spots have 
run. The one-week campaign has a tremen- 
dous carryover value.” 
tising is placed direct. 


Van Haaren adver- 
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Revion Stock Offering. The latest 
—and possibly the most dramatic — 
link between tv and Wall Street came 
last month with the news that Revlon, 
the sponsor of the nation’s most highly 
publicized tv show, The $64,000 Ques- 
tion, was now willing to let the public 
become part owners of the cosmetic 
firm. 


This is the second time in which a 
cosmetic maker has come to the can- 
yons of Wall Street after it had devel- 
oped a highly successful tv program. 
Just a year ago Hazel Bishop, which 
had a fabulous success in a short period 
with the This Is Your Life show, also 
sold stock for the first time. The stock 
was brought out at $8 per share, 
quickly soared to $12 and then slid 
down to a low of $5.37 per share. In 
recent weeks it staged a rally and has 
climbed back to over $7 per share. It 
is also interesting to note that Raymond 
Spector, the head man in the Hazel 
Bishop operations, has not hesitated to 
link the misforturies that have beset his 
company in recent months with the 
inability to get the proper tv time and 
show. 


Reynolds & Co. is handling the offer- 
ing of Revlon stock. It may be debated 
whether Revlon’s fortunes are as deli- 
cately attuned to its tv audience ratings 
as some of the other cosmetic produc- 
ers, but it is not to be doubted that the 
decision to offer its shares to the public 
was not held back by the success of 
The $64,000 Question. 


The show was initiated in June of 
1955. In the prospectus of the stock 
offering, it is referred to as follows: 
“The company believes that this pro- 
gram has been a substantial stimulus 
to the sales of its products, but since 
the company’s sales have been rising 
continuously over the years . . . it is 
difficult to assess how much of the in- 
crease sales since the program began 
can be attributed to it. Conversely, it 
is not possible to forecast what down- 
ward effect, if any, termination of the 
program, or the development of sim- 
ilar types of programs by others, might 
have.” 


Revion Record. Whatever conclusion 


Wall Street Report 


the investor might reach after reading 
that statement, he will still find the 
Revion story an interesting one. The 
business started in 1932 when Charles 
and Joseph Revson, together with 
Charles R. Lachman, founded the Rev- 
lon Company. Three years later an- 
other Revson, Martin, joined the firm. 

Revion’s first product was nail 
enamel. It developed one of the creamy 
opaque variety that could be applied 
smoothly and easily. Until that time 
nail enamels were produced in only a 
limited variety of colors. Revlon mar- 
keted a wide variety of shades. In 
1939 the company launched a diversi- 
fication program with the cosmetic 
field. It began marketing lipsticks and 
nail polish in matching shades. The 
sales of lipsticks also began to climb 
swiftly. Since 1950 Revlon has con- 
tinued to bring out new products at 
a rapid clip. 

In 1950 it was Touch-and-Glow, a 
liquid make-up. In 1953 it was Silken 
Net, a hair spray, and Love Pat, a 
compact make-up. In 1955 it launched 
Living Lipstick, a 24-hour lip rouge, 
Satin Set, a pin-curl hair spray, and 
Silicare, a medicated skin lotion. 

This 1950-1955 period is also inter- 
esting to study with a view to the 
company’s advertising expenditures 
and sales volume. Here’s a comparison 
of ad expenditures (tv being the big 
factor in bigger budgets), sales and 
profits. 


Advertising Sales Profits 
1950.... $1,793,320 $19,147,286 $1,417,435 
1951.... 2,614,585 22,392,062 987,273 
1952.... 3,172,230 25,490,613 1,188,365 
1953.... 4,689,190 28,306,898 983,330 
1954.... 6,145,374 33,604,037 1,297,826 


y me 5,755,896 26,415,983 1,375,609 

Since the impact of The $64,000 
Question shows in only two months of 
the eight in the current year, it is easy 
to see that there is every reason to 
expect sales for the year to hit some- 
where between $35 million and $40 
million while profit should reach the 
$1.5 million mark. 


Two Divisions. Revlon sells its 
products domestically through two 
divisions, 1) a retail sales division and 
2) a salon sales division. The retail 


sales division sells through depart- 


ment stores and drug stores. For the 
most part it sells directly to these out- 
lets. It has only a few wholesalers in 
its operation. In 1954 this retail divi- 
sion accounted for 81.87 per cent of 
the total domestic sales. In the first 
eight months of 1955 this division, 
affected by tv advertising, had climbed 
to 83.02 per cent of the total. 


The salon sales division sells Revlon 
products for use in beauty salons. It 
sells to beauty supply dealers. Last 
year this division accounted for 18.13 
per cent of domestic volume. This year 
that share had fallen, up to August, to 
15.72 per cent. 

Revlon acknowledges that the com- 
petition in the cosmetic industry is 
“intense” and estimates that it has 
about a dozen major competitors 
of whom tv programmer Hazel Bishop 
would rank as a key rival — and tacitly 
acknowledges that Avon, the door-to- 
door cosmetic firm, is bigger in the 
cosmetic business. 

Revlon leases 351,000 square feet of 
space for manufacturing, storing and 
shipping in Brooklyn, the Bronx and 
Passaic, N. J. However, it has con- 
tracted to purchase the former Johnson 
& Johnson plant in Edison Township, 
N. J., for $2.5 million. 

The offering will consist of 373,900 
shares of common stock at a price 


from $12 to $15 per share. The stock 


(Continued on page 68) 
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Wall St. (Cont'd from 67) 


will pay an annual dividend per share 
out of a profit per share in excess of 
$1.03 earned in the first eight months. 
After the sale the Revson family and 
Lachmann will own 860,000 shares of 
Class B common which is 64.5 per cent 
of the combined common and Class B 
common. There is no present intention 
to pay dividends on the Class B stock 
but it will be convertible into common 
on 90 days notice. The general purpose 
of the issue is to pay for the new plant. 





High-Low Last 
Stock 1955 Quote* 
ABC-UPT 33%4-22%& 27 
ADMIRAL 30%4-20% 21% 
AVCO 8%- 5% 5% 
CBS 32 -22% 24% 
DU MONT 17%-10% 10% 
EMERSON 16-11% 12% 
GENERAL ELECTRIC 56% -46%4 52% 
HOFFMAN 313¢-20% 21% 
MAGNAVOX 41%-23 37% 
MOTOROLA 60% -4414 47 
PHILCO 4354-30 32% 
RCA 555¢-36% 465s 
RAYTHEON 25%4-13% 16 
STORER 2914-20% 243% 
SYLVANIA 49%-41 45 
WESTINGHOUSE 83%4-53%4 57% 
ZENITH 137 -86 132% 
Over-the-Counter Stocks 
Bid- Asked 
CONSOLIDATED TV 17-17% 
GUILD FILMS 3%- 3% 
OFFICIAL FILMS 1\%- 2% 


* As of the close, Nov. 22, 1955 
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Screen Gems (Cont'd from 51) 


make program films. 

“But, first,” Mr. Cohn explains, “we 
had to make an important policy de- 
cision. We could produce our films 
at prices the pre-freeze traffic could 
bear, which is to say, cheaply; or, we 
could produce quality films and hope 
that as the industry grew, the money 
would come back to us. The question, 
in other words, was whether to pro- 
duce for the present or the potential.” 


Mr. Cohn made the decision in favor 
of quality programming and _tele- 
vision’s future. He went to his backers, 
Messrs Denbow, Robbins, Mayer et al 
and gave them his views. He also told 
them that now big money was needed. 
“Money in six figures.” 

It was just at this time that luck 
walked into the picture in the corpo- 
rate person of Columbia Pictures. The 
top executives of this major movie 
about tele- 
vision.” They wanted to know what 
And more to the 
point, they asked, “Is there a place 
in it for us?” 


company were “curious 


it was all about. 


Impressive Report 


As a reply, Ralph Cohn prepared a 
25-page memorandum for the Colum- 
bia executives. It included his observa- 
tion of the tv industry, its possibilities, 
its needs and, especially, where an 
organization with Columbia’s experi- 
ence, facilities and money could fit in. 
The motion picture men were im- 
pressed by the 25-page report. They 
were likewise impressed by the man 
who had prepared it. They told Ralph 
Cohn they'd like to get into tv and 
then asked him to run their operation. 

Mr. Cohn’s reply, in much less than 
25 words, was an emphatic yes. And 
so Columbia Pictures became the first 
major motion picture company to get 
into television, through the subsidiary 
it named Screen Gems. Mr. Cohn 
served as general manager and was 
made vice-president the following year. 

For Ralph Cohn this was an oppor- 
tunity to do what he had set out to 
do and what he knew had to be done 
in tv, produce high quality films. But 
it also meant more —honor in his 
own bailiwick. Born in 1914, the 
son of Jack Cohn, executive vice presi- 
dent of Columbia Pictures, he had 





raised in show 


been 
ticularly on the Columbia lot in Holly- 


business, par- 


wood. After he was graduated from 
George Washington High School in 
his native New York, and then from 
Cornell University in 1934, he went 
to Hollywood for a nine-year tour of 
duty. He joined Columbia, first as as- 
sistant producer, and then, after 1936, 
as a producer. Then came the war, and 
from 1943 to 1945 he was a Private in 
the Signal Corps, producing training 
films. He returned to civilian life and 
joined Mary Pickford and Charles 
Rogers in Triangle Productions. In 
1947 came his association with Jules 
Bricken and Pioneer Films. 


Mr. Bricken Back to Hollywood 


When Pioneer Films became Screen 
Gems in 1951, Mr. Bricken went back 
to Hollywood and motion picture pro- 
duction and today, at Twentieth Cen- 
tury-Fox, is producer of the General 
Electric Theatre on tv. 

Meanwhile, the first project of Mr. 
Cohn and the newly organized Screen 
Gems was to produce half-hour ver- 
of du Pont’s Cavalcade of 
Amercia, long a radio feature. “We 
urged the company and the agency 
(BBDO) to make quality films,” Mr. 
“We told them it 
would cost a lot of money and pointed 
out they could probably get the job 
done for less elsewhere. But if we 


sions 


Cohn explained. 


were going to do it, we wanted to 
give them the best possible production. 
They agreed to do it our way.” 

Screen Gems made seven half-hour 
for the Cavalcade 
produced two more for The 
Christophers series. These first films 
set the production tone of all future 
Screen Gems productions. 


programs series, 


then 


Mistake in Bidding? 


Soon thereafter the Ford Motor Co. 
and its agency, J. Walter Thompson, 
came up with the idea for Ford The- 
atre. Screen Gems was one of several 
producers asked to submit a bid. 

“We agreed to make the series,” 
Mr. Cohn explains, “at a price less 
than what the films would cost us.” 
Ford accepted the Screen Gems bid. 
It was the feeling in the industry at 
the time that, for Screen Gems, this 
would be a mistake, written in large 


(Continued on page 92) 















TELEVISION AGE 


he recent wave of timebuyer shifts 

and the reorganization of the time- 
buying department at J. Walter 
Thompson (see page 74 of Spot Re- 
port) once again emphasizes the dra- 
matic changes that have taken place in 
the past few years in this field. 

In our July Fall Spot Outlook issue 
we published the most complete list 
ever compiled of 2,000 timebuyers. 
This list has been brought up to date 
and will be incorporated in the 1956 
TELEVISION AGE Yearbook which will 
be out in two weeks. 

In the past twenty-four months the 
total number of timebuyers has jumped 
over 20 per cent. There are now some 
358 key Madison Avenue timebuyers 
compared to 262 as of two years ago. 
An interesting sidelight of this break- 
down reveals that of the 358 buyers 
112 or about 30 per cent are women. 
The percentage of women timebuyers 
has decreased over the past two years. 


Complex Job 


As TELEVISION AGE has commented 
on several occasions a timebuying job 
—if it is to be done properly—trequires 
a great deal more skill and knowledge 
than many agency executives are 
aware of or are willing to admit. It 
calls for an integrated knowledge of 
markets, engineering and station op- 
eration. It demands a firsthand fam- 
iliarity with station management to ef- 
fectively achieve clearances of both net- 
work and spot time. In general—and 
in the light of the growing complexity 
of the work—timebuyers deserve a lot 
more status and recognition than they 
have yet achieved in the agencies. 


December 1955 


a four-week 
review of 
current activity 
in national 
spot tv 


Actually, it wouldn’t hurt the client 
one bit to take a careful look at the 
media department from time to time to 
see how his money is being spent and 
to observe the proficiency of those who 
are spending it. Maybe then the time- 
buyer would come into more deserving 
recognition as the indispensable infan- 
try of any advertising campaign. 


ALBERS MILLING CO. 

(Erwin, Wasey & Co., L. A.) 

The agency is shopping around for 15 or 16 
markets in which Albers’ Cereals will 
sponsor MCA-TV Film Syndication’s half- 
hour series Waterfront, on an alternate 
weekly basis for the whole of '56. Glenn 
Bohannan is the timebuyer. 


AMERICAN CHARACTER DOLL, INC. 
(Webb Associates, N. Y.) 


The firm has been on NBC’s Pinky Lee 
once a week. It recently augmented this 
coverage with film minute participations 
on local kid shows in some 50 markets, 
with frequencies of one to three per week. 
Bernard Shiff, newly appointed advertising 
and promotion manager of the company, 
has been handling. Webb Associates is a 
new agency and has just taken over the 
account. Mike Weiss handles the account. 


AMERICAN CHICLE Co. 


(Dancer-Fitzgerald-Sample, N. Y.) 
Starting Nov. 7 the company bought for 





Ruth Jones, longtime timebuyer at 
Compton on Procter & Gamble, has 
moved over to J. Walter Thompson 
Co., N. Y. as a group head buyer for 
Ward Baking, Sylvania, Scott Paper 
and others. 





REPORT 


Dentyne nighttime minutes in about 50 
markets to run an indefinite period. Frank 
Howlett is the timebuyer. 


AMERICAN OIL CO. 
(Joseph Katz Co., N. Y.) 
Amaco is buying spots in its markets along 


the Atlantic Coast. Edward A. Fonte, 
media director, is the timebuyer. 


AMERICAN SEED CO. 

(VanSant, Dugdale & Co., Inc., Balti- 
more) 

The company has only tried tv spot in 
Baltimore. But eventually it intends to go 
into a few other markets as a test. It 

will use a mail order promotion in these 
tv tests. Mrs. Rita Eastman is the timebuyer. 


THE AMERICAN SUGAR REFINING 
co. 
(Ted Bates, Inc., N. Y.) 


American Sugar’s first use of tv was 

with a four-week spot campaign that began 
Oct. 31 in about 50 major markets. The 
campaign was used to introduce new 
packages for its specialty sugars— 
Confectioners 10-X Powdered Sugar, Old 
Fashioned Dark Brown Sugar and Golden 
Light Brown Sugar. William Warner is 
the timebuyer. 


THE ARMSTRONG RUBBER CO. 
(Biow-Beirn-Toigo, Inc., N. Y.) 

The regular spot campaign in 40 markets— 
minutes and 20's in night slots—ended in 
Oct. (see April Spot Report). But Armstrong 
extended its schedules in selected markets 
until mid-Dec. to promote snow tires, after 
which the company will layoff its spot 
activity until spring. Gerry Van Horson is 
the timebuyer. 


ANAHIST CO. 
(Ted Bates, Inc., N. Y.) 


Anahist is waging the “cold” war with 

a new budget for spot tv that was at 
first reported to be $500,000, but is now a 
“multi-million dollar investment.” Chet 
Slaybaugh is the timebuyer. 


ANSCO PHOTO DIVISION, General 
Aniline & Film Corp. 

(Benton & Bowles, Inc., N. Y.) 

The agency took over the account last 
month and has been reviewing the entire 
media picture. At this point, a spokesman 
told TELEVISION AGE, “There's a good : 
possibility of some spot tv.”” David Wedeck 
is the timebuyer. 


CHARLES ANTELL, INC. 

(Joseph Katz Co., Baltimore) 

Plans are in the making for a campaign 

of tv spots in scattered strategic markets to 

add impetus to the company’s advertising 

rogram for Formula 9, Super-Lanolin 

Enampoo and Hair Spray. Jean Mitchell is 

the timebuyer. P a 
(Continued on page 70) 
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They talk of Pigeons and Glitch 


“Pigeons” are not birds to a Bell System 
technician. They are impulse noises causing 
spots which seem to fly across the TV picture. 
And when he talks of “glitch” with a fellow 
technician, he means a low frequency inter- 


ference which appears as a narrow horizontal 
bar moving vertically through the picture. 


It is important that our technicians can de- 
scribe the quality of their signals in terms which 
mean the same to Bell System technicians in 
television operating centers along the line. 


They continually check their monitors and 





70 December 1955, Television Age 


oscilloscopes to guard the quality of the signal 
as it wings across the nation. If one of them 
notes any defect in the picture, he may want 
to compare the signal he is receiving with those 
received by monitors back along the line. It is 
important that they talk a uniform language 
with precise definitions. That way they quickly 
isolate the point of interference and correct it. 

This teamwork along Bell System lines is an- 
other item which assures the network that the 
signals represent the best possible service that 
Bell System ingenuity can provide. 





BELL TELEPHONE SYSTEM 


PROVIDING TRANSMISSION CHANNELS 


FOR INTERCITY TELEVISION TODAY AND TOMORROW 
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AVOSET CO. 


(Harrington-Richards Division, Fletch- 
er D. Richards, Inc., San Francisco) 


The spot compsten for QWIP as reported 
in Nov. S eport is now in 70 markets. 
The schedules will end in mid-Dec. 
Virginia Miller is the timebuyer. 


BETHLEHEM STEEL CO. 
(Radio Reports, Inc., N. Y.) 


The company which came into tv for the 
first time in Feb. '55 (see Feb. Spot Report) 
has stayed all year with its 15-minute 
show, Bethlehem Sports Time. However, it 
recently shifted stations in three of its 

five markets. It is now using WRCA-TV 
New York, WCAU-TV Phila. and WTOP 
Washington. No change in Baltimore, 
WBAL-TV, and Boston, WNAC-TV. The 
company plans to maintain its present 
—" through °56. George Magee is the 
contact. 


BLACK & DECKER MFG. CO. 
(VanSant, Dugdale & Co., Inc., Balti- 


more) 


For both its Fixkit and Drill "N Saw Kit, 
B. & D. has augmented its participations 
on NBC-TV's T-H-T with four-week 
schedules of minutes that began Nov. 13 
in the following markets: Phoenix, Denver, 
Miami, Des Moines, Louisville, at 
Orleans, Monroe, Shreveport, Louis, 
Evansville, Omaha, Chariotte, n Cc. 
Greensboro, Durham, Greenville, Portland, 
Ore., Pittsburgh, Johnstown, Steubenville, 
Salt Lake City, Seattle and Spokane. 
Evelyn Huttman is the timebuyer. 


BLOCK DRUG CO. 


(Harry B. Cohen Advertising Co., 
Inc., N. Y.) 


The campaign for Nytol, a sleeping 
powder, which was covered in Oct. S 
Report, has now reached some 100 markets. 
The company is s ene an estimated 

$1 million in the st large-scale tv 
ome for a sleeping tabiet. Also in 100 
markets and getting an appropriation of 
about $1 million is Block’s Super Amm-i- 
dent, which the company claims is the 
first ‘fluordide toothpaste to tise tv spot 

on a national basis. Robert W. Kelly is the 
timebuyer. 


BOSCO CO. 
(Ruthrauff & Ryan, Inc., N. Y.) 


Bosco added 14 markets to its list which 
now totals around 70. The new markets in 
which the company bought participation 

in local kid shows are: Louisville, Charlotte, 
N. C., Greensboro, Birmingham, Sacramento, 
Syracuse, Nashville, Chattanoga, Greenville, 
S. C., South Bend, Bay City, Des Moines, 
Salt Lake City and Tampa-St. Petersburg. 
Charlote Corbett is the timebuyer. 


BRACH MFG. CORP. 
(The Blaine-Thompson Co., Inc., N. Y.) 


Brach introduced its new indoor tv antenna 
““Magne-Tenna” in New York via slides 

and live minutes on WABD. This test ran 
four weeks with a 12-per week frequency. 
After Christmas the firm will concentrate 
its promotion in other major markets all 
over the country. Tv spot will be used 
together with other media. Lee Frankel, 
media director, is the timebuyer. 


BURLINGTON MILLS CORP. 
(Donahue & Coe, Inc., N. Y.) 


A campaign for Dubbelife Hosiery which is 
now in some markets will run _ until 
Christmas. New schedules for the product 
will be started in the spring. Evelyn Lee 
Jones is the timebuyer. 


CAMPBELL SOUP CO. 


(Leo Burnett Co., Inc., Chicago) 


For its frozen soups Campbell is con- 
ducting a tv spot campaign in many major 
markets to last for several months. Ken 
Fleming is the media supervisor. 


CARNATION CO. 


(Erwin, Wasey & Co., Ltd., L. A.) 

The Fresh Milk and Ice Cream Division 
lans to sponsor MCA-TV Film Syndica- 
ion’s half-hour series, Kit Carson, in three 

or four markets on an alternately weekly 

basis starting rang in '56 for a year. 

Glenn Bohannan the timebuyer. 





Tom Carson, formerly of Benton & 
Bowles, Inc., N. Y., is now at Compton 
supervising timebuying for all ac- 
counts except Procter & Gamble. 


CHESEBROUGH MFG. CO., CONS’D. 
(McCann-Erickson, Inc., N. Y.) 


The company is now gonsitorng its 5) 
lans for next year. There is a Fins c . 
t will use more spot than it di 

when it had campaigns in well over 1 

markets. Robert Anderson is the A 


CITIES SERVICE CO. 
(Ellington & Co., Inc., N. Y.) 


The oil company has just finished a 26- 
week campaign in 10 markets, mostly 
in the east. It is now getting set for its tv 
spot campaign for next year. Dan Kane 
is the timebuyer. 


CLING PEACH ADVISORY BOARD 


(Batten, Barton, Durstine & Osborn, 
Inc., San Francisco) 


This California crop cooperative is in tv 
for the first time using daytime ow 
for its spiced peach campaign. Schedules 
have been placed in 20 midwestern and 
southern markets. Betty Share is the 
timebuyer. 


CORN PRODUCTS REFINING CO. 
(C. L. Miller Co., Ine., N. Y.) 


The company is Loy live minute par- 
ticipations in Kansas City as a test for 
Now, a cake frosting mix. It is also testing 
with live minute participations for Zuma, 





Ford Buying Changes 


J. Walter Thompson has made 
switches and additions in its Ford 
field representative setup around 
the country. Arch Greisen mov- 
ed from Cincinnati to Atlanta, 
William Smith from Indianapolis 
to Cincinnati, Russ Paulson from 
Atlanta to San Francisco and 
Pat O’Brien from New York to 
Chicago. A. J. Norris Hill is a 
new field representative in New 
York and John Horak was pro- 
moted to that capacity in De- 
troit. 

At the same time, there is a 
slight change in the Atlanta oper- 
ation. While all the buying in 
southern markets will still be 
done out of Atlanta, the New 
York office will now take care 
of the clerical work. 














a salad dressing mix on WKTV Utica and 
«KVTV and KTIV Sioux City. Both of these 
test campaigns will be over in March of next 
year. The company will be deciding soon 
what it will do in tv spot as a follow up. 
Rita Driscoll Simmons is the timebuyer. 


CVA CORP., subsidiary of Schenley 
Industries, Inc. 


(Foote, Cone & Belding, San Francisco) 
The maker of Roma Wines has started 

its spot campaign as predicted in Oct. Spot 
Report. San Francisco and interior Cal- 
ifornia markets as well as selected east- 
ern markets are being used. Helen 
Stenson is the timebuyer. 


DENTON SLEEPING GARMENT 
MILLS, INC. 


(Mumm, Mullay and Nichols, 
N. Y.) 


Denton is currently using announcements 
in three markets. In the spring it will be 
coming out with a new line of cotton-mesh 
items and it will extend its tv coverage. 
This new campaign will break about 

Feb. Arnold Cohan is the timebuyer. 


DIAMOND CRYSTAL SALT CO. 
(Ogilvy, Benson & Mather, Inc., N. Y.) 
The agency took over the account as of 
Oct. 15 and is still formulating media plans. 
The chances, however, look good for 

tv spot. Martin Kane is the timebuyer. 


DOYLE PACKING CO. OF N. J. 
(Roy S. Durstine, Inc., N. Y.) 

For Strongheart Dog Food the co’ 3 -w 

started Nov. 14 with schedules of 

ay woay for 13 weeks on WOR-TV 
ew York. It is buying other media in 

five additional markets, though at present 

more tv seems doubtful. Dorothy Barnett 

is the new timebuyer. 


DREWRYS LIMITED U. S. A., INC. 
(MacFarland, Aveyard & Co., Chicago) 


The beer company bought the TPA half-hour 
film series Susie, for 52 weeks in the 
following 13 midwestern markets: Chicago, 


(Continued on page 84) 
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The rush is on for Long John Silver! The news about 
this spectacular television series was scarcely out when 
inquiries began pouring in to CBS Television Film Sales 
from all parts of the country. 

And orders were to buy on sight! In the South, a 
potato chip firm signed for the program in 22 markets. 
In the Midwest, a dairy firm/bought Long John Silver 
for all the cities it serves. Ondhe West Coast, Long John 
was quickly booked to sell pOpcorn, a dairy mix product, 
and so on. And orders contifiue to come in—from all kinds 
of sponsors — from all pangs of the country. 

What’s behind the big rush ? Wonderful derring-do 
adventure... suspense. romance...comedy... and all 
the swashbuckling Rolfért Louis Stevenson characters. 


Long John Silver is a lavish series, superbly produced 
on location. Robert Newton — who was “Long John” 
in Walt Disney’s Treasure Island and in the Cinema- 
Scope Production Long John Silver — heads a splendid 
cast. And a bright newcomer— Kit Taylor as young Jim 
Hawkins—appears destined to become the new television 
hero of all America. 

Film buyer... station executive... sponsor... you'll 
find Long John Silver a real treasure to behold. But 
remember, the big rush is on—and choice markets are 
going fast. Get all the details now, from... 

CBS TELEVISION FILM SALES, INC., with offices in 


New York, Chicago, Los Angeles, Detroit, San Francisco, St. Louis, 
Dallas, Atlanta, Boston. In Canada: S. W. Caldwell Ltd., Toronto 
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Detroit, Toledo, Blocmington, Ind., Ames- 
Des Moines, Ft. Wayne, Cadillac, Cedar 
Rapids-Waterloo, South Bend-Elkhart 
Lansing, Davenport, Grand Rapids and 
Bay City-Saginaw. The series starts on 
varying dates, the first in Cedar Rapids- 
Waterloo on Jan. 23. Beverly Jo Hicks is 
the timebuyer. 


ESSO STANDARD OIL CO. 
(McCann-Erickson, Inc., N. Y.) 


Starting in early Dec., KTHV Little 
Rock will be the 25th station carrying 
the 10-minute Esso Reporier. The com- 
pany is continually exploring for new 
buys in its 18-state territory. Don Leonard 
is the timebuyer. 


E. & J. GALLO WINERY 
(Doyle Dane Bernbach, Inc., N. Y.) 


The souncy has just taken over account 

in all parts of the country. Getschal Co., 
New York. handled in east, E. E. Fisher 

& Assoc., San Francisco in west. New 
agency is finishing out schedules already 
made. It’s own first placements will be 

in upstate New York markets. Jean 
Simpson is the timebuyer. 


GLAMORENE, INC. 
(Product Services, Inc., N. Y.) 


The rug cleaner has placed schedules of 
saturation minutes in New York, Chicago 
and Los Anqsme. These will run four weeks 
firm and probab ly 13 weeks in all. Then 
the company will place its 15-minute 
demonstration film in over 100 markets. 
Larry Butner is the timebuyer. 


GOLDEN GIFT, INC. 
(Ellington & Co., Inc., N. Y.) 


The agency has just taken over the 
account from Harris & Whitebrook Adver- 
tisers, Inc., Miami. At present the company’s 
advertising is in the planning stage. 
Judging from a a in tv spot 
(see April and Sept. Spot Reports), 
there should be a lot of spot activity from 
Golden Gift in ‘56. Dan Dane is the time- 


buyer. 
GOLDEN NUGGET SWEETS 
(Connor, Jackson, Walker, McClure, 


San Francisco) 


For Big Hunk Candy Bars the company 
is still adding markets whenever time 
around Mickey Mouse Club opens up. 
(see Sept. Spot Report) Fresno is now 
number eight. Audrey Janisen is the 
timebuyer. 





Kodak Co., 





on Scott. 


handling only space. 


soeentcnnsvsnnensenens 


J. Walter Thompson Changes 


J. Walter Thompson Co., N. Y. has reorganized its media department, 
dividing its buyers into six groups. Each group, which includes both time 
and space buyers, is headed by an associate media director, all of whom 
report to Arthur Porter, vice president and media director. 

Associate media director James Luce buys for Ford Motor Co., 
J. W. Williams Co., Shell Oil Co., Thomas A. Edison, Inc., 
Purolator Products, Inc., Trico Products Corp. and National Association 
of Investment Companies. Frank Marshall is the group head buyer on all 
these accounts. On Ford, Lucian Chimene is the head buyer; Paul Douglas, 
Paul Campbell, Sy Goldis and Richard Brannigan are the Ford timebuyers. 
Other assigned timebuyers in this group are Joe Banker on Shell, Gordon 
Deward, J. B. Williams and Richard Vorce, Eastman. 

Associate media director Anne Wright buys for Pond’s Extract Co., 
Brillo Manufacturing Co., Oneida Ltd., Pacific Mills, Buitoni Macaroni 
Corp., Acquascutum, Drake-America Corp. and The Mentholatum Co. 
Nancy Smith is the group head buyer on these accounts; the timebuyers 
are Peg McAulay and Alice Wolf. 

Associate media director Alvin Dreyer buys for United States Lines 
Co., Association of American Playing Card Manufacturers, Massachusetts 
Mutual Life Insurance Co., New Holland Machine Co., Seth Thomas Clocks, 
Atlantis Sales Corp., Owen-lIllinois Glass Co., W. F. Young, Inc., Farrell 
Lines Inc., Staze, Inc., Johns-Manville Corp. and Ciba Pharmaceutical 
Products, Inc. Jayne Shannon is the group head buyer and William Foth- 
ergill, the timebuyer on these accounts. 

Associate media director Richard Jones buys for Ward Baking Co., 
Wall Bureau, Sylvania Electric Products, Inc., Pan American World Air- 
ways, The Reader’s Digest and Scott Paper.Co. Ruth Jones is the group 
head buyer. Polly Allen is the head timebuyer on Ward and Wall Bureau, 
the timebuyer is Marie Barbato; Mario Kircher is the timebuyer on Syl- 
vania, Pan American and Reader’s Digest and Joy Adragna, the timebuyer 


Associate media director Gerry Vernon buys for Lever Bros. Co., New 
York Central Railroad System, Standard Brands, Inc., 
Co. and Devoe & Raynolds Co., Inc. Tom Glenn is the group head buyer, 
with Andrew Powell the timebuyer assigned to Lever Bros. and Doug 
Yates the timebuyer for the rest of the accounts in this group. 

Associate media director James Short is the sixth group buying head, 


Eastman 


Church & Dwight 














Dan Kane, timebuyer at Ellington & 
Co., N. Y., handles Cities Service, 
McKesson & Robbins and Golden Gift. 


GREEN GIANT CO. 
(Leo Burnett Co., Inc., Chicago) 


The food company is increasing its use 
of announcements. Hal Tillson is the media 
group supervisor on the account. 


GREYHOUND CORP. 
(Beaumont & Hohman, Inc., Chicago) 


The bus company is placing news and 
weather shows in 10 markets. Clark 
Trudeau is the timebuyer. 


ROBERT HALL CLOTHES, INC. 
(Frank B. Sawdon, Inc., N. Y.) 


Robert Hall will be making post-Chrisimas 
retrenchments in its schedules. But around 
Feb. 15 spot tv will be expanded, bigger 
than ever. Look for heavy first-time spot 
activity in L. A. and other Southern 
California markets. The company is opening 
12 stores in L. A. at that time and may 
run schedules of 100 spots per week. Jerry 
Bess, v. p. in charge of tv and radio, is 

the timebuyer. 


HAMMOND ORGAN CO. 

(Young & Rubicam, Inc., Chicago) 
The firm asked for availabilities for half- 
hour shows starting in Jan., either on 

a weekly or alternating weekly basis. 
Gus Pfleger is the timebuyer. 


HEALING WATERS, INC. 
(C. L. Miller Co. Inc., N. Y.) 


The Oral Roberts Show has recently 
been added on KVEC-TV San Luis Obispo, 
WBOC-TV Salisbury, WTAP Parkers- 
burg, WTVN Columbus, O., KTRE-TV 
Lufkin, KMID-TV Midland and KULA-TV 
Honolulu. The half-hour film is presently 
on 114 statiors and is expected to continue 
through °56. Rita Driscoll Simmons is the 
timebuyer. 


ILLINOIS MEAT CO. 
(Arthur Meyerhoff & Co., Chicago) 


For Broadcast Meats the company will be 
using daytime announcement schedules 
beginning around first of year. 

Evelyn Vanderploeg is the timebuyer. 


INTERNATIONAL CELLUCOTTON 
PRODUCTS CO. 


(Foote, Cone & Belding, Inc., Chicago) 


The makers of Kleenex is looking for 
placements in daytime women’s shows. Min- 
utes and 20’s will be used. Gwenn Dargle 

is the timebuyer. 


on GENDORF UNITED BAKERIES, 


( Biow-Beirn-T oigo, Inc., San Francisco) 


Langendorf renewed for another 39 weeks 
its sponsorship of the NBC Film Division 
half-hour series Steve Donovan Western 
Marshal in 13 markets in California, Oregon 
and Washington. Lyndon W. Gross is the 
timebuyer. 








bond 








LEE, LTD. 
(Foote, Cone & Belding, Inc., L. A.) 


/.dding to its similar schedules in Detroit, 
Los Angeles and New York (see Sept. and 
Nov. Spot Report), Sof-Set has purchased 


alternate night icipations on WTTG 
Washington Million Dollar Movies, for 26 
weeks starting around first of year. Lydia 
Hatton is the timebuyer. 


THOMAS LEEMING & CO., INC. 
(William Esty Co., Inc., N. Y.) 

The company is buying time for Ben-Gay 
in around 50 markets to begin after the 
first of the year. Tom O’Dea is the 
timebuyer. 


LEVER BROS. CO. 
(Ogilvy, Benson & Mather, Inc., N. Y.) 


For Dove the company started Nov. 15 in 
Omaha. This makes the fifth test market 
for the product which should get a full- 
scale spot campaign after the first of the 
year. Ann Janowicz is the timebuyer. 


LIBBY, McNEILL & LIBBY 

(J. Walter Thompson Co., Chicago) 
The following is the list of stations and 
markets in which the company is sponsor- 
ing a 15-minute show It’s Baby Time: 
WABC-TV New York, WGN-TV Chicago, 
KSD-TV St. Louis, KDKA-TV Pittsburgh, 
WSM-TV Nashville, WISN-TV Milwaukee, 
KSTP-TV Minneapolis, WTAR-TV Norfolk, 
WFLA-TV Tampa, KCMO-TV Kansas City, 
KROD-TV El Paso, WHAS-TV Louisville, 
WKRG-TV Mobile, KING-TV Seattle, 
WTVJ Miami and WBAY-TV Green Bay. 


LIGGETT & MYERS TOBACCO CO. 
(Cunningham & Walsh, Inc., N. Y.) 


The company is getting ready at this 

time to set up its “substantial use” of tv 

spot. The new schedule will start in Feb. 
oward Spokes is the timebuyer. 


JOE LOWE CORP. 

(Paris & Peart, N. Y.) 

The ice cream firm bought the UM&M film 
half-hour, Gabby Hayes Show. Though all 
the terms of the deal are not yet signed, 
sealed and stationed, an agency spokesman 
told TELEVISION AGE, it will be on one of the 
networks (ABC-TV) and some additional 
markets will be placed via spot. Weymouth 
M. Symmes is the timebuyer. 


McKESSON & ROBBINS, INC. 
(Ellington & Co., Inc., N. Y.) 


In the first gett of last year the drug 
company had campaigns in 15 markets 
for Bexel Vitamins and in one market 

each for Utol Antibiotic Cream and Surin 
Ointment. It is currently going over 

its advertising plans and is just about 
ready to get started on its ‘56 tv spot 
campaign. Dan Kane is the timebuyer. 


MANCHESTER HOSIERY MILLS 
(Bohn Advertising Co., Boston) 


The company’s current nine-market 
participation schedules will end day before 
Christmas. Budget for next year not yet set 
but Manchester expects to get another tv 
spot campaign started before Easter. 

Sam Bohn is the timebuyer. 


MARLOWE CHEMICAL CO. 


(Kastor, Farrell, Chesley & Clifford, 
Inc., N. Y.) 


This new company with a new product, 

Fire Chief, a home fire extinguisher, is 
testing on a mail order basis in two markets. 
The test will <<. determine the price 

of the product. When results are in there 
should be more tv spot activity. Jack 

B. Peters, v. p. and media director, is the 
timebuyer. 


MELVILLE SHOE CORP. 
(Ogilvy, Benson & Mather, Inc., N. Y.) 


The maker of Thom McAn shoes is talking 
over its advertising plans for ’56. The 

word is there is a good chance for spot 
activity. Martin Kane is the timebuyer. 


THE MENNEN CO. 
(McCann-Erickson, Inc., N. Y.) 

The company bought the ABC Film 
Syndication half-hour series Passport to 
Danger for 52 weeks and is placing it for an 
early ’56 start in the following 29 markets: 
Birmingham, Boston, Chattanooga, Chicago, 
Cleveland, Corpus Christi, Dayton, 
Davenport, Des Moines, Detroit, . Wayne, 





Calculators 


Timebuyers, who have for 
years laboriously calculated cost- 
per-thousand figures manually, 
were suddenly offered two short 
cut calculators last month. 

One, designed by wBns-tv Co- 
lumbus, and intended for televi- 
sion only, is a round six-inch 
disk with calibrated figures 
which can be operated by mov- 
ing a circle within a circle. Given 
a rating, number of tv homes and 
cost figure, one dial setting deter- 
mines the cost-per-thousand. 

The other, developed by NBC 
Spot Sales, is called a radio-tv 
spot “estimator.” It is also cir- 
cular, about ten inches in 
diameter. One side calculates 








audience size when given the pro- 
gram’s rating and the other, cost- = 
per-thousand when given the au- — 
dience size and cost per spot or 
program. 








Grand Roget. Greensboro, Jacksonville, 
Kansas City, Knoxville, Louisville, Miami, 
New York, New Orleans, Oklahoma City, 
Philadelphia, Pittsburgh, Providence, St. 
Louis, San Antonio, Syracuse, Toledo and 
Washington. Charles Willard is the 
timebuyer. 


M-O-LENE RUG CLEANER 
(Arthur Meyerhoff & Co., Chicago) 


The company has completed a cungaian 
of nighttime minutes (see August Spot 
Report), but will be back in early ‘56 
with new schedules. Evelyn Vanderploeg 
is the timebuyer. 


MONARCH WINE CO. 
(Emil Mogul Co., Inc., N. Y.) 


The maker of Manischewitz Wines is 
currently using tv spots in 80 markets on 
85 stations. Spots are mostly minutes 

late at night, but 20-second announcements 
in prime time are also used. Elaine 
Schachne is the timebuyer. 


PHILIP MORRIS, INC. 

(Leo Burnett Co., Inc., Chicago) 

PM's present plans for Marlboro in '56 
call for stepping up its tv spot appropriation. 
Marlboro is already one of tv spots 

biggest users but in '56 it may spend in 
excess of $6 million. R. Bowen Munday is 
the timebuying supervisor on the account. 


THE NATIONAL BREWING CO. 
(W. B. Doner & Co., Baltimore) 


The beer company is looking for half-hour 
films. It will not necessarily make a 
one-series buy for all its markets but 
will place syndicated properties whenever 
and wherever it finds what it wants. 
Meanwhile it is buying announcements. 
Also, placements for markets in Michigan, 
Indiana, Illinois and Ohio are now handled 
out of Baltimore instead of the agency's 
main office in Detroit. Louise Crocker is 
the timebuyer. 


NATIONAL PAPER CORP. OF PA. 
(Hilton & Riggio, Inc., N. Y.) 


The maker of Swanee Products is looking 
at buys for an early January start in 
about 35 markets. Marie Carayas is the 
timebuyer. 


(Continued on page 76) 
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et SELECTED PRODUCTS, 


NC, 
(Hilton & Riggio, Inc., N. Y.) 

For its Seven-Minute Fluffy Frosting the 
oom any is now considering availabilities 
ew York, Catena and attle. It 
—k minute —— tions that will 
reach women. Mari Coseyes is the time- 

buyer. 


THE NEW YORK, NEW HAVEN & 
HARTFORD RAILROAD CO. 


(Doyle Dane Bernbach, Inc., N. Y.) 


The railroad has placed five- and 10-minute 
weather and news shows in New Haven, 
Hartford, Providence, Pittsfield and Spring- 
field, Mass. This is to be a 52-week cam- 
paign. Jean Simpson is the timebuyer. 


NIAGARA MFG. & DISTRIBUTING 
co 


(Walker & Downing, Pittsburgh) 


The maker of home massage equipment 
will go to tv spot next year to attract 
overweight people. The plan is to use 
separate campaigns in each market, 
making maximum use of station rsonali- 
ties for commercials. Robert B. Stevens, 
tv and radio director, is the timebuyer. 


PAPER-MATE PEN CO. 
(Foote, Cone & Belding, Inc., L. A.) 


Based on the theme, “Shopping Late,” 
Paper-Mate has purchased spot schedules 
for Dec. 12-23 using minutes a&d 20-second 
film spots in the following 16 markets: 
Los Angeles, San Francisco, Sacramento, 
Seattle, Portland, Ore., San Diego, Salt Lake 
pa Phoenix, Dallas-Ft. Worth, Houston- 
veston, San Antonio, Omaha, Denver, 
Kansas City, St. Louis and Oklahoma City. 
Lydia Hatton is the timebuyer. 


DR. PEPPER CO. 
(Grant Advertising, Chicago) 
The company is readying a tv spot 


low cost... 


One of the largest 
suppliers of tem- 
porary lighting 
facilities any- 
where in the U.S. 
and Canada. 


Rental equipment 
Service includes 
installation and 
removal at one 
low cost. 


free estimates 


Write for Free 
atalog of Equipment 


Department TA 
234 Piquette Ave. 
Detroit 2, Michigan 

















Nat Gayster is the timebuyer at Biow- 
Beirn-Toigo on the Whitehall account. 


campaign for ‘56 which, according to a 
spokesman, “Will be the biggest Dr 

Pepper tv appropriation ever. Up 100 
per cent over last year.” Fred Norman is the 
timebuyer. 


THE PHARMA-CRAFT CORP. 
(Harry B. Cohen Advertising Co., Inc., 


The company is in the process of setting 
up its spring spot campaign budget. Dan 
Hirsch is the timebuyer. 


PROCTER & GAMBLE CO. 
(Leo Burnett Co., Inc., Chicago) 


P&G is placing minutes and 20’s in some 
90 markets for White Lava soap. Starting 
dates vary, first ones beginning Nov. 27. 
But all placements will be underway by 
Jan. 1. This extension to a national 
campaign follows the highly successful 
test for product on west coast as reported 
in February Spot Report. Nick Wolf is 
the timebuyer. 


PROCTER & GAMBLE CO. 
(Compton Advertising, Inc., N. Y.) 


P&G is testing Big Top Peanut Butter 
in six markets. Robert Liddel is the 
timebuyer. 


PROCTOR ELECTRIC CO. 
(Weiss & Geller, Inc., N. Y.) 


The spot announcement campaign Proctor 
is now running in 10 markets ends in 

Dec. The company will be back in the 
spring and extend to some 25 major mar- 
kets. The plan is to run the spring campaign 
along the same lines as the current one. 
It uses saturation schedules—mainly day- 
time and late night minutes—and animated 
jingles. Helen Black is the timebuyer. 


PURE OIL CO. 


(Leo Burnett Co., Inc., Chicago) 


The firm is placing nighttime announce- 
ments in 14 southeastern and midwestern 
markets. Dave Arnold is the timebuyer. 


QUAKER CITY CHOCOLATE AND 
CONFECTIONERY CO. 


(Adrian Bauer Advertising Agency, 
Inc., Phila.) 


The maker of Good and Plenty candy 
has renewed and expanded its Sponsorship 
of TPA’s half-hour series, Ramar of the 
Jungle. The film was renewed in Baltimore, 
Boston, Chicago, Detroit, New York, 
Philadelphia, Pittsburgh and Los Angeles. 
Latest markets added were Buffalo and 
New Haven. More major markets are soon 
to be included, with Cleveland the first. 
Elmer Jaspan, tv and radio director, is 
the timebuyer. 


REED CANDY CO. 
(Kencliff, Breslich & Co., Chicago) 


Reed will be placing either half-hour shows 
or announcement schedules around the 

first of 56 in about 12 markets. 

Art Timmerman is the timebuyer. 


THE SHALER CO. 
(Walker B. Sheriff, Inc., Chicago) 


The agency has just taken on the account. 
Shaler is the manufacturer of Rislone, an 
alloy for motor oils. Future plans call for 
extensive advertising in many media 
including spot tv. Paul Kurtz is the 
timebuyer. 









SHIRTCRAFT CO., INC. 

(Friend, Reiss Advertising, N. Y.) 
The firm's first Fy sane tv this past 
fall (see June ae port) was so 
successful it ant cipates Pevier of similar 
proportion in the spring. Ed Ratner is the 
timebuyer. 


SMITH BROTHERS 
(Sulivan, Stauffer, Colwell & Bayles, 
Inc., N. Y.) 


Smith has increased frequencies in its 
original list of 50 markets (see Sept. Spot 
Report). It also has recently adde lage 
new markets. Steve Suren is the timebuyer. 


TOTE BRUSH, INC. 


(Gordon Best Co., Chicago) 

The maker of toothbrush kits is testing in 
three markets using nighttime announce- 
ments. Katherine Knight is the timebuyer. 


TUXEDO CANDY CO., Division of 
Safeway Stores, Inc. 

(Foote, Cone & Belding, San Fran- 
cisco) 

This Safeway affiliate is now in Dallas, 
San Francisco and Los Angeles, in addition 


to San Diego, Sacramento and Bakers- 
field. Helen Stenson is the timebuyer. 


WILLIAMSON CANDY CO. 

(Aubrey, Finlay, Marley & Hodgson, 
Chicago) 

The maker of Oh Henry candy is expanding 
its schedules of participations in kid shows 
Gene E. Fromherz, media director, is the 
timebuyer. 


WILSON & CO., INC. 

(Needham, Louis & Brorby, Inc., Chi- 
cago) 

The meat company will be sqogeering the 
Guild Films half-hour series I my & n the 
following 10 markets: Amarillo, Birming- 
ham, Buffalo, Cedar Rapids, Dallas, 
Memphis, Oklahoma City, Pittsburgh, 
Tampa and Tulsa. Pat Brouwer is the 
timebuyer. 





WBC Sales Increase 


At a three-day meeting in New 
York of general managers for 
Westinghouse Broadcasting 
Corp. stations, Eldon Campbell, 
national sales manager, reported 
some revealing statistics: 

As for television sales, the four 
Westinghouse stations have a 
combined gross this year that is 
up an impressive 13.5 per cent. 

Radio gains, too, were signifi- 
cant, for the industry as well as 
for Westinghouse managers. 
While gross sales — local, na- 
tional spot and network—for the 
five radio outlets are up 5 per 
cent this year, the combined na- 
tional spot sales have shown a 
very healthy 9-per-cent gain. 
(One station, Kyw Philadelphia, 
showed a 23-per-cent increase in 
local sales.) “For many radio 
stations in major markets,” 
Campbell said, “I believe that 
1956 national spot sales will ap- 
proach or even exceed the all- 
time peaks of the pre-tv years.” 
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WoOODian-TV is big territory! 








Norge, one of the 
nation’s best known 
appliance manufacturers, 
is growing greater in 


WoOobDIland U. S. A. 





In their huge Muskegon Heights plant, the Norge 
Division of Borg-Warner Corporation produces the 
exciting new Norge “Customatic”; with double- 
deep “Handidor” on both freezer and refrigerator 
compartments. 


Norge expects this year to be the most profitable in its history. Lively merchan- 
dising, strategic planning, new products and expanded facilities reflect in the 
tremendous activity of 82 Norge distributors and more than 15,000 retail dealers 
across the nation. 

Norge’s sales record is typical of the enterprising industries in WOODland’s 
thriving production area—a rich market that encompasses Grand Rapids, 
Muskegon, Battle Creek, Lansing and Kalamazoo. This market — with the 
country’s 20th highest TV set count—is all yours with WOOD-TV, Grand 
Rapids’ only television station. 


WOOD-TV 22222" 
GRAND RAPIDS, MICHIGAN 


GRANDWOOD BROADCASTING COMPANY ® NBC, BASIC; ABC, SUPPLEMENTARY ® ASSOCIATED WITH 
WFBM-AM AND TV, INDIANAPOLIS, IND.; WFDF, FLINT, MICH.; WTCN-AM AND TV, MINNEAPOLIS, MINN.; 
WOOD-AM, WOOD-TV, REPRESENTED BY KATZ AGENCY 
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News (Continued from page 42) 


local news comes during the signoff 
show each day when the best local films 
of the day are repeated. On Sunday the 
noon show includes 15 minutes of the 
best local film of the week. 

Scripting for all shows is done by 
the news editor on duty—Whitmarsh, 
assistant news director Donald Fila- 
herty or Jack Chase, also the No. 1 
news announcer with 37 shows a week. 
Some writing is done by the other two 
airmen, staff announcer McDonald and 
Boston U. journalism professor Victor 
Best. 

At wnuc-tv New Haven, two 15- 
minute local news programs are pre- 
sented daily Monday through Friday. 
The Mid-Afternoon News Report (2:45 
p-m.), voiced by Joseph Burns, is a 
participating program. The News To- 
day (6:45 p.m.), presented by Larry 
McNamara, is sponsored Monday and 
Friday by Ford Motors, Tuesday and 
Thursday by Krueger Beer and Wed- 
nesday by Winston cigarettes. W. Rock- 
well Clark Jr., news editor, is respons- 
ible for the two shows, which are made 
up of both local and Telenews film. 
Staff cameramen and “stringers” shoot 
the film which is processed by a local 
contractor. 

Equipment at WNHC-TV includes an 
Auricon sound camera, 16mm silent 
camera, Houston-Feerless developer, 
portable lights, sound reader, splicers, 
projectors and viewers. About 3,000 
feet of DuPont 16mm film are used 
weekly. 

WNHC-TV adds news programs when 
local events of special interest occur. 
During the recent floods the station 
added five extra shows. 


Rochester and Buffaio 


WVET-TV Rochester offers two 10- 
minute news shows a day, City Edition 
at 6:30 p.m. and News In Review at 
1] p.m. About half of each is local 
film. David Roberts is news editor with 
William Schubert, assistant in charge 
of local news film. Roberts voices the 
shows. Schubert covers many of the 
stories personally with a Bolex 16mm 
camera. 

Processing at WVET-TV usually re- 
quires about an hour and half but on 
occasion has been finished in 30 min- 
utes. About 2,500 feet of blue base 


reversal film are used each week. 

Mangurian Furniture Co., sponsor 
of five shows weekly, has presented 
the news on the station since it went 
on the air in 1953. 

WHAM-TV Rochester uses from three 
to four minutes of local film Monday 
through Friday on its Eleventh Hour 
News (11-11:15 p.m.). The show is 
sponsored by the Kominz Furniture 
Co., Monday and Wednesday; by al- 
ternating sponsors, Tuesday, and Lew- 
is General Tire Co., Thursday and 
Friday. 

David E. Kessler is news editor. Jack 
Hooley is in charge of the news pro- 
gram. The station has its own news 
truck and standard developing and 
editing equipment. About 800 feet of 
Eastman film are shot each week. 





t 

At wsyr-Tv Syracuse planes are used 
in gathering the news when time is 
short and distances are great. Here 
(l. to r.) Scott Phoenix, the pilot, and 
Will Jones make plans for a trip to 
cover the return of a communist pris- 
oner of war. 

One of the most successful local 
shows on WNAM-TV showed the ques- 
tioning of a suspected slayer in the 
district attorney’s office. 

wer-Tv Buffalo has 13 local news 
film shows a week. A ten-minute news 
program is offered Monday through 
Friday at 6 p.m. The 11 p.m. news 
show is on every night. On Sunday at 
2 p.m. there is a 15-minute Week in 
Review program. Charles Warren is 
news director. 

Film is supplied by wer-Tv staff 
photographers and stringers. All film 
is staff processed. A Cinevoice 16mm 
camera and a Bell & Howell 16mm are 
used. 

Film totals about 10,000 feet a 
month. Both Eastman and DuPont 
are used. Processing in the modern lab 
has been unusually fast. Footage shot 
at a recent fire in Buffalo arrived at 


10:50 p.m. and was the first film on 
the news at 11:02. 

wcr-TV has found that viewers pre- 
fer film to “on camera” news. Shows 
on this station are 80 per cent film. 
Hotpoint and Marine Trust Co. of 
Western N. Y. co-sponsor the 6 p.m. 
news, and Niagara Milk Producers, the 
11 p.m. show. Newscasts are always 
sold out. 


Syracuse and Albany 


wsyR-TvV Syracuse offers viewers 
Camera Headlines (6:45 p.m., Mon.- 
Fri.) with Joel Mareiness, news editor. 
The program is sold participating. 
From 1,000 to 1,200 feet of Eastman 
and DuPont film are used each week. 
There are three staff photographers. 
Equipment includes three 16mm silent 
cameras, two sound cameras, two pol- 
aroids, two 4 x 5 press cameras and 
an automatic film processing unit. 

wrow-Ttv Albany has 
shows, Ford News with Sam Stratton 
(7:15-7:30 p.m., Mon.-Fri.) and 11th 
Hour News presented by Mark Ed- 
wards (11-11:15 p.m., Mon.-Fri.). 
Mike Franam shoots and processes the 
film. 

About 1,000 feet of Eastman film are 
used each week. A B&H 16mm 


sound ca- 


two local 


camera and an Auricon 
mera are used. 

As at every station, chance some- 
times plays into the WROW-TV news- 
man’s hands. Not long ago Stratton, 
homeward bound, passed through La- 
tham, N. Y., just as there was a gas 
explosion which demolished a resi- 
dence, injuring the occupants. Stratton 
got on-the-spot coverage which proved 
sensational on the next scheduled news 
show. 

WHEN-TV Syracuse uses 16 local film 
shows each week, Morning News (8:55- 
9 a.m., Mon.-Fri.), Shell News and 
Sports (6:30-6:40 p.m., Mon.-Fri.) and 
Late News (11-11:05 p.m. Mon.-Fri. 
and Sat. 11 to 11:15 p.m.). About 
1,000 feet of 16mm film a week are 
used. Staff includes George Brush and 
Walt Kellogg, photographers, and Bob 
Gordon, Dick Grossman, Frank Burg- 
meier and Randy Place, announcers. 

In New York City where most of 
the network news programs originate, 
independents keep news at a high stand- 
ard. WPIX carries 26 local news film 

(Continued on page 82) 
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shows a week, occupying a total of 
five hours time. Seven O’clock News 
(7-7:10 p.m.), News of New York 
(7:15-7:30 p.m.), 8:55 News (8:55- 
9 p.m.) and Tomorrow’s News (11 
p.m.) are programmed daily. Staff 
cameramen and specially assigned Uni- 
ted Press Fox Movietone Newsmen 
furnish the film under the direction 
of Walter D. Engels, manager of news 
and special events. The station has a 
distinguished list of long-time sponsors, 
including Consolidated Edison, The 
New York Daily News and Sinclair 
Oil. John Tillman’s News of New York 
has won a number of national awards. 
He shares announcing duties with Ke- 
vin Kennedy. wPtx uses around 3,000 
feet of 16mm film each week. Camera, 
cutting and laboratory equipment are 
standard. 


Killer’s Confession 


A film of police taking a suspect to 
the murder scene where he broke down 
and confessed to the killing was a 
recent highlight program on WHAC 
Johnstown, Pa. The station uses local 
film on the DuBois World News (6:15- 
6:30 p.m., Mon.-Fri.) and The Sports 
Page (6-6:15 p.m., Mon.-Fri.). DuBois 
Brewery has sponsored the former for 
three years and just signed a two year 
renewal. 

Film assignments are by Ed Klym, 
news editor. Ray Clites is staff camera- 
man. A B&H 16mm and two Auricon 
600-foot sound cameras are used. About 
400 feet of DuPont and Eastman film 
are shot each week. 

A heavy local news schedule is car- 
ried by were-tv Wilkes Barre, with 
six shows a day. Weekday shows in- 
clude Today’s Sports (7:25-7:30 a.m.). 
Today’s News (7:55-8 a.m. and 8:55- 
9 a.m.), Newscope (2:15-2:30 p.m.), 
On the Sports Scene (6:45-7 p.m.) and 
Eleventh Hour Report (11-11:15 p.m.). 
The Regional News Roundup with 
Franklin D. Coslett (6:30-6:45 p.m.) 
is shown Monday through Saturday 
and Motor Twin News (10:30-10:45 
p-m.) on Sunday. 

Coslett directs operations for the 
station while assignments are made by 
Robert Gibson, film editor. Staffers 
are stationed throughout northeastern 
Pennsylvania. From them film is rushed 
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wsFa-Tv Montgomery news staff with their working equipment which includes a 
complete remote unit and two panel trucks. 


to Wilkes Barre to be processed on 
the station’s high-speed equipment. 

News commentators are Dick Paul, 
Rory Miles, Jim McCarthy, Barry 
Sherman, Bill Connelly and Don Ste- 
vens. About 4,000 feet of DuPont tim 
are used each week. 

WBRE-TV success stories are numer- 
ous. Motor Twins, Ford outlet, uses 
three bargain offers on its Sunday night 
newscast which often brings buyers 
from as far as 50 miles away. Ertley 
Oldsmobile began sponsoring the news 
during the newspaper strike last year 
and found sales 50 per cent higher in 
1954 than in 1953. They have con- 
tinued their tv program. 

WGLV Easton, Pa. telecasts 19 news- 
casts each week. News Digest (3:50- 
4 p.m.) and WGLV News (6:45-6:55 
p-m.) are heard weekdays. Late News 
(11-11:10 p.m.) is every day and 
Lehigh Valley News (6 p.m. and 10:45 
p-m.) on Sunday. Jack Rattigan is news 
editor, and Will Shivley shoots and 
procesess the film. An Auricon 16mm 
sound camera and a B&H are used. 
About 700 feet of film are shot in an 
average week. 

WFIL-TV Philadelphia recently cele- 
brated the eighth anniversary of its 
RCA Victor Television Newsreel, “the 
nation’s first complete local television 
newsreel.” Over the years the station 
has received many honors, including 
the National Headliner’s Club Award 
for tv journalism in 1948 and 1951, 
awards from the National Association 
of Radio News Directors, the National 
Press Photographers and the Encyclo- 
paedia Britannica. Newsreel is pre- 
sented at 6:45-6:55 p.m. and again at 


11 p.m. Monday through Saturday. 

Charles Harrison is director of news 
and special events and is in charge of 
local news film. Cameramen are Harry 
Krause, Bill Lawrence and Al Renick. 
Lab technician is Maurice Finkle. Anna 
Hall edits film, and commentary is 
written by Charles Keys. Frank Hall 
voices the program on the air. Between 
800 and 1200 feet of DuPont film are 
used each week. 

The Newsreel format includes a com- 
plete local film roundup, filled out by 
national film. A typically successful 
show was coverage of a large-scale 
narcotics raid last spring. Film showed 
raiders in action, prisoners being ta- 
ken to headquarters and the police 
lineup as well as interviews with police 
authorities. 

wcsH-TV Portland, Maine, considers 
its Tv News Journal (6:30-7 p.m., 
Mon.-Fri.) its most profitable show. 
It usually includes two local stories 
and a local sports reel daily. The Krue- 
ger News (11-11:10 p.m.) includes 3 
local clip nightly. 


WCSH-TV News Staff 


Phil Johnson is news director. Joe 
Cobb, news editor, edits and scripts 
local film. Larry Garaghty, night news 
editor, handles film for the 11 p.m. 
show. Murray Shepard is chief pho- 
tographer, and Ralph Hathaway, news 
photographer. 

As the political campaign in Maine 
was drawing to a close last year, Hur- 
ricane Edna blew in. A half-hour po- 
litical roundup was ready for the Sun- 
day show. The wcsH-Tv crew worked 








all night to shoot and process an 
additional half-hour on the hurricane. 
The resulting hour-long show went on 
Sunday. Since the election was the next 
day the crew started immediately to 
set up its coverage and was ready on 
schedule Monday evening. Three B&H 
16mm and one Auricon sound cameras 
are used. About 1,600 feet of DuPont 
film is the weekly supply. 

A number of southern stations have 
made outstanding records in local 
news coverage. 

wBTv Charlette, is one of several 
stations that have contributed largely 
to hurricane coverage. News shows on 
wBTv are Your Esso Reporter (6:30 
p-m., Mon.-Fri.) and News Final 
(11:05 p.m., Mon.-Fri.). Nelson Ben- 
ton is news editor; Earl Wells, chief 
photographer, and Doug Mayes and 
Jim Patterson present shows on the 
air. Station has two B&H 16mm and 
an Auricon sound l6mm_ cameras. 
About 2,000 feet of DuPont film are 
shot each week. 


Esso Show High Rated 


The Esso show on WBTV is consid- 
ered one of the best in the country. 
Pulse ratings averaged 34.6 for the 
past year. The News Final Pulse is 
22.1. 

wFrMy-tv Greensboro has a heavy 
budget of five news shows daily, but 
local news is not regularly carried on 
all shows. RFD Piedmont (12-12:15 
p-m.) has local clips, as does Carrousel 
(4:30-5 p.m.). Sponsorship is partic- 
ipating. 

Bob Stroh is news editor in charge. 
Buddy Moore shoots and processes 
all film. Equipment includes three B&H 
16mm and an Auricon sound camera. 
The station uses between 2,000 and 
2,500 feet of DuPont film a week. 

wnct Greenville, N. C. carries two 
local news shows daily, repeating film 
used on the first for the second pro- 
gram. Highlights of the week are shown 
on a Sunday 15-minute program. 

wtvp Durham, carrying a heavy lo- 
cal news schedule, has impressed its 
audience with speed in getting pro- 
grams on the air. At a chamber of 
commerce dinner, four miles from the 
studio, film that was taken at 7:15 
p-m. was shown to the same audience 


at 8 o’clock. Schedule Monday through | 


Friday includes WTVD News (1:20- 
1:30 p.m.), Carolina News (5:55- 
6:10 p.m.) and Late News Final 
(10:30-10:35 p.m.). The last show ap- 
pears at 11 on Saturday night and 
10 on Sunday. News is under the di- 
rection of Ernie Greup. News film 
director is Jack Williams. Photograph- 


news shows, without a national film 
service. News director Frank McGee 
and his staff believe that local events 
and community activities can be made 
interesting by use of research and a 
little imagination. 

Monday through Friday The News- 
room is scheduled for 12-12:20 p.m., 


ers include Williams, Roy Bellus, 
Myers Walker and Lee Barrett. The 
station uses about 1,000 feet of East- 
man film weekly. 

wsFA-TV Montgomery has built up 
an interested audience for its 16 weekly 


6-6:20 p.m. and 10-10:20 p.m. On 
Sunday a News Review is shown at 
10-10:15 p.m. The station news bu- 
reau has four staff photo reporters and 
some 45 correspondents. Each corre- 

(Continued on page 84) 
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News (Continued from page 83) 


spondent has silent 16mm equipment. 
Some also have sound cameras. All 
film is sent to Montgomery for pro- 
cessing. The news bureau has a re- 
mote unit and two panel trucks. About 
5,000 feet of DuPont film are used 
each week. 

An example of fast processing came 
in coverage of the dynamiting of 
phone company equipment during the 
strike last spring. The explosion came 
at 9:30 p.m. A cameraman shot film, 
returned to the station and had the 
show on as first item on the 10 o'clock 
news. 

The Phenix City vice clean-up fur- 
nished a number of big stories for the 
WDAK-TV Columbus film show, Local 
News, with Bill Henry (6:45 p.m., 
Mon.-Sat.) . 

Henry, news director of the station, 
shoots much of his own film. The 
station has two 16mm silent cameras 
and Auricon. 

wsuN-TV St. Petersburg, with stu- 
dios three-quarters of a mile out in 
Old Tampa Bay on the Million Dollar 
Pier, is in an ideal spot for waterfront 
news for which it has made a reputa- 
tion in the area. The station’s News 
Dial (6-6:15 p.m.) is made up of local, 
national and international news in 
about equal proportions. Bill Bowes is 
news editor and voices the reports. 
Staff cameramen, as well as Bowes, 
have backgrounds. The 
WSUN-TV news show enjoys a high rat- 
ing. About 300 feet of DuPont film are 
used weekly. 

Success of the wtvJ Miami local 
news shows is indicated by the RTNDA 
awards for outstanding operation, 
which they won in 1952 and 1953. 
Highest rated of its shows is Renick 
Reporting (6:45-7 p.m., Mon.-Fri.), 
with news director Ralph Renick in 
charge. The show is sold out far in 
advance with a 
sponsors. 


newspaper 


waiting line of 


One particularly successful series in- 
volved a police protection racket in 
which a decoy bookmaker was filmed 
paying off a detective. The officer was 
later charged with accepting bribes. 


All the film in this series was used at 
the trials of the individuals involved. 

Other wtvys shows include Noon 
Edition 


(12-12:15 p.m., Mon.-Fri.) 





News men at WNEM-TV Bay City include (I. to r.) Tom Walsh, Lou Miller, John 
Bowles and Frank Benesh. Each is equipped with a Bell & Howell 16mm film 


camera. 


with newscaster Del Frank, Jack o/ 
All Sports (6:15-6:30 p.m., Mon.-Fri. 
and 6:30-6:45, Sat.) with Jack Cum- 
mins, sports director, Late News (11- 
11:10 p.m., Mon.-Fri.) with Howard 
Brown and two special week-end shows: 
Sunday News Picture (5:45-6 p.m.) 
with Noah Tyler and Howard Brown 
and the News (6:45-6:55 p.m. Satur- 
day). 

An average of 9,000 feet of Eastman 
and DuPont film is used each week by 
the four staff cameramen: Jay Weand, 
Bernard Nedelman, Keith Leslie and 
Bob Gelberg, plus the free-lance pho- 
tographers who send in film. Bernard 
Rosen and Jay Selik shoot short film. 
Anthony Kucherak is news assignment 
editor, and Joseph Martinez, film edi- 
tor. Film is processed by the station. 
Equipment includes an Auricon 16mm 
sound camera, six B&H 16mm cameras, 
B&H Model H, a 16mm Keystone and 
a Polaroid still camera, as well as extra 
lenses and editing and processing 
equipment. 

News programs on WAFB-TV Baton 
Rouge have the highest Pulse ratings 
of any multi-weekly shows in the area, 
the station reports. News Closeup with 
Roland Daye (6:45 p.m.) and Your 
Esso Reporter (10 p.m.) with John 
Coburn are scheduled week days. Pro- 
gram director Don Hallman and oper- 
ations manager Don Allan are in 
charge. The station has two BkH 16mm 
cameras and one Auricon. They use 
about 600 feet of Eastman film a week. 

KSLA Shreveport tries to use at least 
one filmed local story on each of its 


three daily newscasts. Shows include 
Early Edition (6-6:10 p.m., Mon.-Fri.) 
and Final Edition (10:30-10:40 p.m. 
Mon.-Fri.). On Sunday there is Sun- 
day Edition (10:30-10:40 p.m.) . News 
director Don Owen is in charge. Film 
is shot by Grank McAneny and news 
editor Gene Goss. Cameras are B&H 
is used with 
about 550 feet a week actually going 


l6mm. Eastman film 


on the air. 


Dodge Dealers Sponsor Tv 


Dodge dealers sponsor the two daily 
local newscasts on WLAC-TV Nashville. 
The News Final (10-10:15 p.m., Mon.- 
Fri.) and the morning show, The Morn- 
ing News, (7:25 a.m., Mon.-Fri.). Al 
Kenngott, news editor, voices both 
shows. Jack Drake, news director, is in 
charge of assignments. Film is shot by 
three reporters who use the station’s 
cameras—two B&H 16mm and one 
Auricon. 

Unusual angle on one local news 
show that caused comment was the 
building of a new office building. In- 
stead of directing the camera at the 
steel structure and the workmen, Drake 
had the cameras turned on the sidewalk 
superintendents and their activities. 

One of the local news programs that 
WHAS-TV Louisville remembers was that 
taken during a local drive against 
speeders. A cameraman in a car mov- 
ing precisely at the speed limit showed 
on film how other cars whizzed by, 
sometimes by the dozen. 


The station’s principal local news 





















show is the 10:30 p.m. WHAS-TV 
News, every night. There is also To- 
day’s News Today (6:15 p.m., Mon.- 
Fri.) with a Saturday News Summary 
(6:40 p.m.) using outstanding film of 
the week and newly shot footage. News 
co-ordinator Cy Smith writes copy, as- 
signs cameramen, edits film and gen- 
erally puts the show together. Eddie 
Yunt, still photographer, processes the 
newsreel, 

The station has one full-time news- 
reel cameraman, Vince Clephas, and 
four other newsmen available when 
needed. Equipment includes four B&H 
cameras. Film is processed twice daily. 

On occasion WHAS-TV technicians 
have raced the clock successfully to 
get a late-breaking show on the air. 
Once when a murder suspect surrend- 
ered to police the film was shot, de- 
veloped and on the air in thirty min- 
utes. The WHAS-TV News has been 
sponsored by the Greater Louisville 
First Federal Savings and Loan Asso- 
ciation since the station went on the 


air in March, 1950. 

Stations in the central part of the 
country have contributed some great 
local news coverage during the past 
few years. 


36 News Shows on WWJ-TV 


In Detroit, wwJ-Tv, with 36 news 
and sports programs each week, has a 
long list of satisfied sponsors, including 
Richman Brothers (clothing), Socony 
Mobil, Haney Buick, Radio Distribut- 
ing (appliances), Hotpoint and Stand- 
ard Knitting Mills. The station con- 
tracts with a commercial news pho- 
tographer to shoot and process film. 
Assignments are by James F. Clark, 
news editor. Film is usually shot, pro- 
cessed and edited for use within an 
hour. The station uses about 1,900 
feet of film each week. 

Hundreds of letters were written to 
woop-tv Grand Rapids thanking the 
station for the fine job of spot news 
coverage last April when news editor 
Bobby Runyon, news photographer Er- 


nie Czetli and women’s director Carol 
Duvall went to Ann Arbor to cover 
the Salk polio vaccine announcement. 
Miss Duvall returned with films in 
time for her 2:15 p.m. Chic Chat pro- 
gram. Runyon Reporting (6:15-6:30 
p.m.) was extended to a full half hour 

that evening for a complete report. 
Runyon Reporting is on Monday 
through Friday at 6:15 p.m. and again 
at 11:05 and on Saturday from 11 to 
11:20 p.m. The program is sponsored 
three days a week by Standard Oil 
and on Saturdays by Waterman-Water- 
bury Home Heating Equipment, as 

well as by participating sponsors. 
Bob Clyde, news director, is in 
charge of the 16 local news programs 
carried each week on WREX-TV Rock- 
ford, Ill. Monday through Friday, the 
daily schedule includes a five-minute 
show at noon, 6:25 p.m. and 10:05 
p-m. On Sundays a 15-minute news 
program is carried 10:05-10:20 p.m. 
Film is shot by Gil Rickert and pro- 
cessed by the station. The station owns 
(Continued on page 86) 





News Directors of U. S. Television Stations 


(When name of news director is not available, 
name of executive in charge is substituted.) 


ALABAMA 

Birmingham WABT: Ray A. Furr, v.p. in 
charge of programming 

WBRC-TV: Davenport Smith, news ed. 
Decatur WMSL-TV: Tommie Quinell, news 
dir. 

Dothan WTVY: Ray Scheibe, news dir. 
Mobile WALA-TV: Al Holman, prog. dir. 
WKRG-TV: C. P. Persons Jr., gen. mgr. 
Montgomery WCOV-TV: Bob Underwood, 
news dir. 


WSFA-TV: Frank McGee, news dir. 


ARIZONA 

Phoenix KOOL-TV: Ed deForest, news dir. 
KPHO-TV: Jack Murphy, news dir. 
KTVK: Don Tuckwood, news dir. 

KVAR: John Snow, news dir. 

Tucson KOPO-TV: Chris Cole, news dir. 
KVOA-TV: Frank R. Barreca, news ed. 
Yuma KIVA: Glenn Edwards, news dir. 


ARKANSAS 

El Dorado KRBB: Bill Bigley, gen. mgr. 
Fort Smith KFSA-TV: Harry Freeman, news 
dir. 

Little Rock KARK-TV: Bob Kemp, news dir. 
KTHV: Bill Neel, news ed. 

Pine Bluff KATV: Bill Hadley, news ed. 


CALIFORNIA 


Bakersfield KBAK-TV: Vern Mack, prog. dir. 
KERO-TV: Burleigh Smith, news ed. 


Chico KHSL-TV: Edward Parker, news 
dir. 

Eureka KIEM-TV: Newton L. Steward, news 
dir. 

Fresno KJEO: Bill Anthony, news ed. 
KMJ-TV: Dean Mell, news ed. 

Los Angeles KABC-TV: Ed Conklin, news 
ed. 

KCOP: Alvin Flanagan, news dir. 
KHJ-TV: Les Mawhinney, news ed. 

KNXT: Sam Zelman, dir. of news 

KRCA: John Thompson, news dir. 

KTLA: Gilbert Martyn, news dir. 

KTTV: Robert Breckner, v.p. in charge of 
prog. 

Sacramento KBET-TV: Hank Thornley, news 
dir. 

KCCC: Harvey Chester, news dir. 
KCRA-TV: Frank M. Devaney, sta. mgr. 


Salinas-Monterey KSBW-TV: Neal Edmond- 


son, news ed. 

San Diego KFMB-TV: James Harmon, prog. 
dir. 

KFSD-TV: Lionel Van Deerlin, news ed. 
San Francisco KGO-TV: Victor Reed, news 
dir. 

KPIX: William C. Dempsey, prog. mgr. 
KRON-TV: Douglas Elleson, prog. dir. 
KSAN-TV: Stan Harter, news dir. 

San Jose KNTV: Bob Billman, news dir. 
San Luis Obispo KVEC-TV: Gary Merker, 
news dir. 

Santa Barbara KEY-T: William P. Huddy, 
news dir. 


Stockton KOVR: Dick Wheeler, news dir. 


Tulare KVVG: Bob Lee, news dir. 


COLORADO 


Colorado Springs KKTV: John Bartholomew, 
news dir. 

KRDO-TV: William Gear, news dir. 

Denver KBTV: Bill Michelsen, news dir. 
KFEL-TV: Gene O'Fallon, gen. mgr. 
KLZ-TV: Sheldon Peterson, news dir. 
KOA-TV: Ken White, news dir. 

Grand Junction KFXJ-TV: Ray Kelly, news 
dir. 

Pueblo KCSJ-TV: Ken Reyhons, news dir. 


CONNECTICUT 

Bridgeport WICC-TV: Bill Whalen, news dir. 
Hartford WGTH-TV: Charles Norwood, news 
ed. 

New.- Britain WKNB-TV: Kenneth House- 
man, news dir. 

New Haven WNHC-TV: W. Rockwell Clark. 
news dir. 

Waterbury WATR-TV: Robert Gillespie, 


news ed. 

DELAWARE 

Wilmington WPFH: Robert Davenport, news 
ed. 

DISTRICT OF COLUMBIA 
Washington WMAL-TV: Richard Rendell, 


news dir. 

WRC-TV: Cassius Keller, dir. of news 

WTOP-TV: Theodore Koop, news dir. 

WTTG: Matthew Warren, news dir. 
(Continued on page 88) 
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News (Cont'd from page 85) 


an Auricon 16mm camera and uses 
DuPont film. 

wspp-Tv Toledo specializes in a half- 
hour local news film program, Uebel- 
hart and the News (10:30-11 p.m. 
Sundays), on which news editor Jim 
Uebelhart reviews local news of the 
week. The Ohio Fuel Gas Co. sponsors 
the show and hires a commercial pho- 
tographer to shoot the film and process 
it. 

Local news film is integrated into 
the 34 news programs which are sched- 
uled weekly on wsBM-Tv Chicago. 
The Monday-Friday schedule includes 
Frank Reynolds News (7:25-7:30 a.m., 
7:55-8 a.m. and 8:25-8:30 a.m.), Ju- 
lian Bently News (6:15-6:30 p.m.), 
Standard News Roundup with Falney 
Flynn (10-10:15 p.m.) and John Har- 
rington News (10:30-10:45 p.m.). On 
Sunday the Frank Reynolds show, 
How It Happened, is at 10:15-10:30 
p-m. Morning newscasts are sponsored 
by participating sponsors. 


News Executives 


News department executives include 
William Garry, general manager; Miss 
Lula Bartlow, tv news film assignment 
editor; Harold Fisher, tv news editor, 
and Herbert Chung, chief film cutter. 
Film is processed in as little as 15 
minutes. DuPont film is used exclus- 
ively. News shows have earned high 
ratings with ARB giving the station 
23.7 for the top show in its latest 
report. 

WISH-TV Indianapolis schedules 265 
minutes of news shows a week on 
Local News Highlights (7:25 and 8:25 
a.m.), Noon News (12:15 p.m.), Shell 
Local News (6 p.m.) and Movietone 
News (10 p.m.). Local film is inte- 
grated into all of these shows. Vince 
Leonard, tv news director, voices all 
shows except the morning segments, 
which are handled by Charles Powell. 

WISH-TV covers the Indianapolis au- 
to races each year. This season high- 
lights of the complete race were shot, 
developed and edited in time for the 
6:20 p.m. newscast before many of 
those who had attended the races had 
returned to their homes. About 10,000 
feet of DuPont film are used each 
month. 

Only a small amount of local news 
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WREX-TV Rockford, Iil., news direc- 
tor Bob Clyde (c) interviewing visiting 
Russian farm experts at De Kalb, Ill., 
where they were investigating the 
famed De Kalb hybrid seed corn. 


film, probably totalling 20 minutes a 
week, is used on KEYD-TV Minneapolis. 
Local film is integrated with two news 
shows at 6 p.m. and 10:30 p.m. Harry 
Reasoner is news director and Bill 
Knoll, photographer. 

A particularly successful local news 
program on KAKE-TV Wichita was the 
series covering the tornadoes of last 
May. The film was made into a half 
hour news show, some of which was 
used on CBS Newsfilm and ABC Tele- 
news. The station carries 12 local news 
film shows each week. About five min- 
utes of local news is included in Farm 
Forum (1-1:30 p.m.) and The News 
at 10 (10-10:15 p.m.). Farm Forum 
shows film shot the same morning at 
the local stock market. Ed Davis, 
KAKE-TV staff announcer, is the editor. 
The shows are voiced by Greg Gamer, 
news editor. Paul Threlfall is director 
of film production. Equipment includes 
a B&H 16mm, Bolex sound and Auricon 
sound cameras. Late news breaks have 
been processed in as little as 15 min- 
utes. Du Pont film is used exclusively. 
News shows have earned high ratings 
with ARB giving the station 23.7 for 
the top shew in its latest report. 

wHO-TV Des Moines presents three 
local news film shows a day. Jack Shel- 
ley, news manager, is in charge of as- 
signments to two full-time photograph- 
ers and a 12-man news staff. Equip- 
ment includes 3 B&H, a Bolex, Key- 
tone and Auricon. Eastman film is 
used, averaging about 1,500 feet a 
week. 

In Saginaw-Bay City, WNEM-TV’s 
news shows on the Bay County fair 
almost doubled the attendance this 
year, an indication of the popularity 
of local news on the station. Regularly 


scheduled are Noon News (12-12:10 


p.m.), Valley News (6-6:15 p.m.) and 
News Final (11-11:15 p.m.), Monday 
through Friday. On Saturday there are 
15-minute newscasts at 6 and 11 p.m. 
Frank G. Benesh is news director. A 
staff of four shoots the film and pro- 
cess it. Three of the four also present 
it on the air. Equipment includes four 
B&H 16mm _ cameras, 
sound camera and processing equip- 
ment. About 1,000 feet of Eastman 
film are used each week. 

Several stations in the southwest have 
made outstanding contributions to lo- 


one Auricon 


cal news coverage. Among them is 
wBaP-Tv Fort Worth which has won 
numerous awards and presented news 
programs which consistently high rat- 
ings. 

The station has won seven NARND, 
the R-TND and the National Press 
Photographers since it went on the air 
in 1948. 

wBAP-Tvs The Texas News (10- 
10:10 p.m., Mon.-Fri.) includes only 
film in the true newsreel tradition. An 
hour-long morning news, weather and 
sports program (7 a.m.) carries 15 
minutes of local film. A late afternoon 
15 minutes includes both local and na- 
tional news film, and a 10-minute noon 
program is open for local film as 
available. 


Byron is Director 


James A. Byron is news director, and 
Doyle Vinson is tv news editor. Film 
is shot by nine staff cameramen and 
processed in the station lab. Each 
cameraman has a B&H 16mm and five 
have Auricon sound cameras. About 
12,000 feet of DuPont film are shot 
each week. 

The Texas Electric Service Co. has 
sponsored three of the Texas News 
programs each week since the station 
went on the air. Other sponsorships 
have been in effect three or four years. 
One advertiser, the Mutual Savings and 
Loan Assn., describes its sponsorship 
of news programs as the most bene- 
ficial bit of advertising it has ever done. 

Local news clips and stills make 
successful Headlines from Inside Texas 
(5:45-5:55 p.m.) and News Final (10- 
10:10 p.m.) on KFDA-TvV Amarillo. Bill 
Johns, news editor, voices the shows. 
Jack Mitchell shoots the majority of 
film. 

At Lubbock, KpuUB-TV uses at least 





et 


ov 





one film clip daily on Final Edition of 
the News (10 p.m., Mon.-Fri. & Sun.). 
Film is also used regularly on Late 
Sports (10:05 p.m.). Jack McElrath, 
news editor, H. A. Tuck, news pho- 
tographer, and Carl Kennedy, film di- 
rector, all contribute toward these clips. 
Jimmy Isaacs presents the film on the 
air. 

Equipment includes a B&H 16mm 
camera and an Auricon sound camera. 
Sponsors have been pleased with the 
high ratings the shows have attained. 


WFAA-TV Dallas uses a mixture of 
local news film and man-on-camera to 
give its viewers the latest and best news 
reports possible on its heavy schedule 
of news programs. Schedule includes 
Dallas Today (7:25-7:30 and 7:55-8 
a.m.), Noon Edition (12-12:05 p.m.), 
Magazine (1:15 p.m.), feature film in- 
cluding about five minutes of local 
news, Evening Edition (6-6:15 p.m.), 
and Final Edition (10-10:15 p.m.) 


Journeay in Charge 


Tom Journeay, news director, is in 
charge of four fulltime newsmen and 
some 20 stringers. Processing is done 
under contract in Dallas. The B&H 
Filmo is the most-used camera, but the 
Auricon is also used. Plentiful lenses, 
lights and other equipment for editing 
is owned by the station. DuPont film is 
used for most assignments with East- 
man substituted for special conditions. 
About 2,500 to 3,500 feet are used 
weekly. 


KTEN Ada, Okla., spices up its news 
programs with local film as much as 
possible. Film is also used for at least 
half the weekly 30-minute program, 
Spotlight on Schools. George Miller is 
news editor in charge and presents 
shows on the air. Film is shot and pro- 
cessed by G. C. Northington. 

Further west the use of local film is 
growing. 

At Koa-Tv Denver four to eight local 
news film shows are used weekly. Re- 
action from both viewers and sponsors 
has been good. H. H. Mendenhall is in 
charge of local news film preparation 
with Ken White presenting it on the 
air. Station has two Bolex cameras and 
one Auricon. Eastman and DuPont 
film are used, averaging about 800 feet 
each week. 


A film story about a family that had 
lost its home in a flood, on Late Head- 


lines, KOPO-TV Phoenix, brought over 
150 phone calls with substantial dona- 
tions of money, clothing, food and 
miscellaneous household items. 

The station uses ten local news film 
shows a week: Headline Tucson (5:55- 
6:05 p.m.) and Late Headlines (10:10- 
10:30 p.m.). 

News editor Chris Cole shoots the 
film, processes it and presents it on the 
air. Most sponsors claim excellent re- 
sults. Cole uses about 1,000 feet of 
Eastman film each week. 


Uranium Rush 


One of the most interesting film 
stories carried by KMJ-TVv Fresno in re- 
cent months was a feature on the uran- 
ium land rush. A private plane was 
chartered and flown down the Kern 
River Canyon, about 150 miles south 
of Fresno and scene of most of the ac- 
tivity. Sound-on-film interviews with 
prospectors were recorded as were 
sheriffs who had been sent in to keep 
the peace. A claim-jumping incident 
was a highlight of the show. 

rhe station carries 15 local news- 
casts per week, a 6-to-8-minute news 
segment on Crossroads (1:30-2:30 
p-m.) and Newstime (6:15-6:30 p.m. 
and 11-11:15 p.m.), all Monday 
through Friday. Dean Mell is news edi- 
tor. Two full-time cameramen and one 
laboratory technician who doubles as 
a cameraman are employed. Two Cine- 
Special cameras and two Auricons are 
used. 


Six Local Film Shows 


KNXT Los Angeles has six local film 
shows a week on The Big News (10:30- 
11 p.m.). Editor is Erwin Rosten, and 
Fred Nelson as film editor. Staff camer- 
amen Fred Dietrich and Coy Watson 
shoot most of the film which is pro- 
cessed by a local lab. In an average 
week the station uses about 2,000 feet 
of film, mostly DuPont. 

With eleven local news shows, run- 
ning a total of three hours per week, 
KRCA Los Angeles uses around 4,000 
feet of Eastman and DuPont film every 
seven days. John H. Thompson is news 
manager. Film is shot by staff camera- 
men Dexter Alley, Frank King and 
Gene Barnes and is processed by the 
NBC Film Lab. Jack Latham and Chet 
Huntley air the shows. All KRCA news 
shows are sold out, and there is a wait- 
ing list of sponsors. 
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=“A Must...” 


says PAUL PRICE, TV Advisor, 
Allied Artists Productions, 
Hollywood, of: 


TELEVISION 
Program Production 


by CARROLL O’MEARA, TV Consult- 
ant and Agency Representative; for- 
merly Producer-Director, NBC-TV. 


INDISPENSABLE GUIDE for all con- 
nected with TV — Packed with up-to- 
the-minute help on staging, lighting, use 
of graphic materials, etc.; discusses to- 
day’s best techniques for various pro- 
gram formats — extempore, educational 
and demonstration, drama, comedy and 
variety, special events and sports. Ex- 
plains remote telecasting, kinescope, tape 
recording; writing, producing commer- 
cials. Covers new problems raised by 
color TV. 23 ills., 360 pp. $5 


“The most thorough, easy-to-understand 
book I ever read on broadcasting.”— 
JOHN GUEDEL, Producer of “You Bet 
Your Life,” “People Are Funny,” etc. 


@ Send for this book. Save 
st itting with or- 
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THE RONALD PRESS COMPANY 
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Directors (Cont'd from page 85) 


FLORIDA 

Fort Lauderdale WITV: Bill Bayer, news dir. 
Fort Myers WINK-TV: Vernon Lundquist, 
news dir. 

Jacksonville WJHP-TV: Charles Schon, news 
dir. 

WMBR-TV: Bill Grove, news dir. 

Miami WGBS-TV: Robert Marshall, news 
dir. 

WTVJ: Ralph Renick, news dir. 

Orlando WDBO-TV: Phil Brook, news dir. 
Panama City WJDM: Jerry Williams, prog. 
dir. 

Pensacola WEAR-TV: Jerry Williams, prog. 
dir. 

WPFA-TV: George Blanford, gen. mgr. 

St. Petersburg WSUN-TV: William Bowes, 
news ed. 

Tampa WFLA-TV: Charles Fuller, news ed. 
WTVT: Wayne Fariss, news dir. 

West Palm Beach WIRK-TV: Bill Gordon, 
news ed. 

WEAT-TV: Jack Poole, news dir. 
WJNO-TV: Robert Ray, news ed. 


GEORGIA 

Albany WALB-TV: Don Ferrandou, news 
dir. 

Atlanta WAGA-TV: Dale Clark, news dir. 
WLW-A: Bob Hendrickson, news ed. 
WSB-TV: Don Elliott, news ed. 

Augusta WJBF-TV: Jack Wideman, news ed. 
WRDW-TV: Warren Hites, news dir. 
Columbus WDAK-TV: Bill Henry, news dir. 
WRBL-TV: Boyd Hinton Jr., news dir. 
Macon WMAZ-TV: Herb Kassner, news dir. 
Rome WROM-TV: Ivan Hoge, news dir. 
Savannah WTOC-TV: Dave Randall, news 
dir. 

Thomasville WCTV: L. Herschel 
gen. mgr. 

IDAHO 

Boise KBOI-TV: Dave Johnson, news dir. 
KIDO-TV: Vern Moore, news ed. 

Idaho Falls KID-TV: Bill Goodhope, news 
dir. 

Twin Falls KLIX-TV: Juneau Shinn, news 
ed. 


ILLINOIS 

Bloomington WBLN: Ralph Jerrell Henry, 
gen. mgr. 

Champaign WCIA: Fred Sorenson, news ed. 
Chicago WBBM-TV: William Garry, news 
dir. 

WBKB: Con O’Dea, news mgr. 

WGN-TV: Spencer Allen, news dir. 
WNBQ: William Ray, news dir. 

Danville WDAN-TV: William Haupt, news 
ed. 

Decatur WTVP: Dale Coleman, news dir. 
Harrisburg WSIL-TV: Jim Bolen, prog. dir. 
Peoria WEEK-TV: Bob Arthur, news ed. 
WTVH-TV: Don Roper, prog. dir. 

Quincy WGEM-TV: Charlie Griffith, news 
dir. 

Rockford WREX-TV: Robert Clyde, news 
dir. 

WTVO: Ted Beinart, news ed. 

Rock Island WHBF-TV: William Ellison, 
news dir. 


Graves, 
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Food Film 


Safeway Stores, of Washington, 
D. C., have just completed show- 
ing approximately 160 miles of 
films over a five-year period to the 
people of the Capital metropolitan 
area. And so well satisfied with re- 
sults are they that the chain has 
signed a one-year renewal with 
wrc-tv, NBC-owned station. 

- Since Sept. 1949 Safeway has 
sponsored Safeway Theatre each 
Saturday night on the station. In 
the period since, over 260 full 
length films have been shown. Re- 
newal for the “oldest” program in 
the nation’s capital was signed 
last month by Dick Williams, ac- 
count executive, of Manchester 
Advertising Agency, which han- 
dles the Safeway account. 





(Note: For other information on suc- 
cessful use of television by food stores 
see “Grocery Stores and Super Mar- 
kets” TeLevision Ace, November, 1955, 
or write Reader’s Service for a re- 
print.) 











Springfield WICS: Dick O'Neill, news ed. 
Quincy KHQA-TV: Donald Nicholson, news 
ed. 


INDIANA 

Bloomington - Indianapolis 
Lewis, news dir. 

Elkhart WSJV: Robert Wright, news ed. 
Evansville WFIE-TV: Fred Rollison, news 
dir. 

Fort Wayne WKJG-TV: Calo Mahlock, prog. 
dir. 
Indianapolis 
news dir. 
WISH-TV: Vince Leonard, news dir. 


WTTV: Dave 


WFBM-TV: Gilbert Forbes, 


ed. 

Muncie WLBC-TV: Fred Hinshaw, news dir. 
South Bend WSBT-TV: G. R. Houser, news 
dir. 

WNDU-TV: Harold Harris, news dir. 

Terre Haute WTHI-TV: Howard Caldwell, 
news dir. 

Waterloo WIN-TV: Richard T. Hilckox, 


news ed. 


IOWA 


Ames WOI-TV: George Halsey, news dir. 
Cedar Rapids KCRG-TV: Richard D. Yoak- 
am, news dir. 

WMT-TV: Dick Cheverton, news dir. 
Davenport WOC-TV: Bob Frank, news dir. 
Des Moines WHO-TV: Jack Shelley, news 
bur. mgr. 

M. L. Nelsen, mng. ed. 

KRNT-TV: Russ Van Dyke, news dir. 






Lafayette WFAM-TV: Hi Shumway, news 


Fort Dodge KQTV: Drexel Peterson, news 
dir. 

Mason City KGLO-TV Ken Kew, news dir. 
Sioux City KTIV: Ken Wayman, news dir. 
KVTV: Austin Schneider, news dir. 
Waterloo KWWL-TV: Edwin L. Falk, news 
dir. 


KANSAS 

Great Bend KCKT: Dave Schneider, news 
dir. 

Hutchinson (Wichita) KTVH: Mel Haines, 
news ed. 

Pittsburg KOAM-TV: Louis R. Martin, prog. 
dir. 

Topeka WIBW-TV: Dick Upton, news dir. 
Wichita KAKE-TV: John Q. Quigley, oper. 
mgr. 

KARD-TV: Bob Mays, news dir. 

KEDD: Martin Gray, news dir. 


KENTUCKY 


Henderson WEHT: Brod Seymour, news dir. 
Lexington WLEX-TV: Alex Macauley, prog. 
dir. 

Louisville WAVE-TV: Rodney Ford, news 
dir. 

WHAS-TV: Ralph Hansen, prog. dir. 


LOUISIANA 


Alexandria KALB-TV: Larry McHale, news 
dir. 

Baton Rouge WAFB-TV: Roland Daye, news 
dir. 

WBRZ: John E. Ferguson, news dir. 
Lafayette KLFY-TV: Al Viguerie, news dir. 
Lake Charles KPLC-TV: Carl Von Leuwen, 
news dir. 

KTAG-TV: William F. Hession, gen. mgr. 
Monroe KNOE-TV: Mac Ward, news dir. 
New Orleans WDSU-TV: Bill Monroe, news 
dir. 

WJMR-TV: Tom Abbott, news ed. 
Shreveport KSLA: Don Owen, news dir. 
KTBS-TV: Nick Gearhart, news dir. 


MAINE 

Bangor W-TWO: James Robinson, news ed. 
WABI-TV: Robert Patten, news ed. 
Poland Spring WMTW: John T. Madigan, 
prog. dir. 

Portland WCSH-TV: Philip N. Johnson, 
news dir. 

WGAN-TV: Nunzi Casavola, news dir. 


MARYLAND 


Baltimore WAAM: Ted Jaffee, news dir. 
WBAL-TV: Thomas J. White, news mgr. 
WMAR-TV: David V. Stickle, news dir. 
Salisbury WBOC-TV: John W. Downing Jr., 
prog. dir. 


MASSACHUSETTS 

Boston WBZ-TV: Francis Whitmarsh, news 
dir. 

WNAC-TV: Leland Bickford, news ed. 
Cambridge (Boston) WTAO-TV: Ken 
Wayne, news dir. 

Pittsfield WMGT: Larry Vaber, news dir. 
Springfield WHYN-TV: Fred Dwyer, news 
dir. 

WWLP: Frederick Oginz, news dir. 
Worcester WWOR-TV Pendelton Brown, 
news dir. 











MICHIGAN 

Ann Arbor WPAG-TV: David Pringle, news 
dir. 

Bay City WNEM-TV: Frank C. Benesh, 
news dir. 

Cadillac WWTV: Gil Thomas, news dir. 
Detroit CKLW-TV: (Windsor, Ontario) 
Austin Grant, news ed. 

WJBK-TV: Jac LeGoff, news dir. 

WWJ-TV: James Clark, news ed. 
WXYZ-TV: Dick Femmel, news ed. 

Grand Rapids WOOD-TV: Franklin G. Sis- 
son, news dir. 

Kalamazoo WKZO-TV: Len Colby, news dir. 
Lansing WJIM-TV: Richard E. Nason, 
oper. dir. 

WTOM-TV: Ed Carson, prog. dir. 

Saginaw (Bay City) WKNX-TV: Britton W. 
Temby, news dir. 

Traverse City WPBN-TV: Robert Durrett, 
news dir. 


MINNESOTA 

Austin KMMT: Christy Hansen, news dir. 
Duluth (Superior) KDAL-TV: William 
Krueger-Richard Anthony, news dirs. 
WDSM-TV: Bob Ball, news dir. 
Minneapolis-St. Paul KEYD-TV: Harry Rea- 
soner, news dir. 

KSTP-TV: Julian Hoshal, news dir. 
WCCO-TV: Rollie Johnson, news dir. 
WTCN-TV: Fred Kaufman, prog. dir. 
Rochester KROC-TV: Ray Thompson, news 
dir. 


MISSISSIPPI 

Columbus WCBI-TV: Joseph Carson, sta. 
mgr. 

Jackson WJTV: Bob Neblett, news dir. 
WLBT: Richard R. Sanders, news dir. 
Meridian WTOK-TV: George Shannon, news 
ed. 


MISSOURI 

Cape Girardeau KFVS-TV: 

Columbia KOMU-TV: Phillip E. Berk, news 
dir. 

Hannibal KHQA-TV: Don Nicholson, news 
dir. 

Jefferson City KRCG-TV: Robert Blasser, 
asst. gen. mgr. 

Joplin KSWM-TV: Kenneth Crowe, news 
dir. 

Kansas City KCMO-TV: James Monroe, 
news dir. 

KMBC-TV: Claude Dorsey, news ed. 
WDAF-TV: Randall S. Jessee, news dir. 
Kirksville KTVO: Berg Allison, sta. mgr. 
St. Joseph KFEQ-TV: Lafe Williams, news 
dir. 

St. Louis KSD-TV: Warner Schoyen, news 
dir. 

KTVI: Bruce Hayward, news dir. 
KWK-TV: Jack Griffin, news ed. 

Sedalia KDRO-TV: Bob Younger, news dir. 
Springfield KTTS-TV: Bill Bowers, news 
dir. 

KYTV: Richard L. Hainline, news dir. 
MONTANA 

Billings KOOK-TV: “Red” Welsh, news dir. 
Butte KXLF-TV: Paul Hatton, news dir. 
Great Falls KFBB-TV: Paul Rahders, prog. 
dir. 


Missoula KGVO-TV: Don Weston, news dir. 


NEBRASKA 

Holdrege (Kearney) KHOL-TV: Art Eck- 
dahl, news ed. 

Lincoln KOLN-TV: Byron Krasne, news ed. 
Omaha KMTV: Glenn C. Harris, prog. dir. 
WOW-TV: James McGaffin, news ed. 


NEVADA 


Henderson-Las Vegas KLRJ-TV: Halley 
Gates, news dir. 

Las Vegas KLAS-TV: James Hart, news dir. 
Reno KZTV: Ed. Cardinal, news dir. 


NEW HAMPSHIRE 
WMUR-TV: Thomas Power, 


Manchester 
news dir. 


NEW JERSEY 
Newark WATV: George Green, news ed. 


NEW MEXICO 

Albuquerque KGGM-TV: Jack West, news 
dir. 

KOAT-TV: Bill Wylder, news dir. 
KOB-TV: George Morrison, news dir. 
Roswell KSWS-TV: Jack Shafer, prog. dir. 


NEW YORK 


Albany WROW-TV: Marc Edwards, news 
ed. 

Binghamton WNBF-TV: Edward M. Scala, 
prog. dir. 

Buffalo WBEN-TV: Frederick A. Keller, 
prog. dir. 

WBUF-TV: Frank Fredericks, news ed. 
WGR-TV: Charles Warren, news dir. 
Carthage (Watertown) WCNY-TV: William 
Haley, news dir. 

Kingston WKNY-TV: Irv Rose, prog. dir. 
New York City WABC-TV: Thomas Velotta, 
news ed. 

WABD: William Adler, news dir. 
WCBS-TV: Hal Hough, prog. dir. 
WOR-TV: George Brown, news dir. 
WPIX: W. Engels, news mgr. 
WRCA: Bill Berns, dir. of news 
Plattsburgh (Bloomingdale) WIRI: 
Berdan, news dir. 

Rochester WHAM-TV: David E. Kessler, 
news dir. 

WHEC-TV: Warren Doremus, news dir. 
WVET-TV: Dave Roberts, news dir. 
Schenectady (Albany-Troy) WRGB: Lans- 
ing Christman, news bretg. dir. 

Syracuse WHEN-TV: Frank Burgmeier, 
news dept. 

WSYR-TV: Fred Hillegas, news dir. 

Utica WKTV: Lyle Bosley, news dir. 


Bird 


NORTH CAROLINA 


Asheville WISE-TV: Jonathan Masters, news 
dir. 

WLOS-TV: James E. Edmonds, news dir. 
Charlotte WBTV: John F. Knell, news dir. 
Durham WTVD: Ernie Greup, news dir. 
Greensboro WFMY-TV: Bob Stroh, news 
dir. 

Greenville WNCT: Dave Mosier, news dir. 
Raleigh WNAO-TV: Joe Cutter, news dir. 
Washington WITN: Hal Wilson, prog. dir. 
Wilmington WMFD-TV: Bob West, news ed. 





Winston-Salem WTOB-TV: George Thomas, 
news dir. 
WSJS-TV: F. O. Carver, news dir. 


NORTH DAKOTA 


Bismarck KFYR-TV: Jack Swenson, 
dir. 

KBMB-TV: Don Kingsley, prog. dir. 

Fargo WDAY-TV: Norm Schrader, news ed. 
Minot KCJB-TV: William H. Johnson, news 
dir. 

Valley City KXJB-TV: Hal Kennedy, news 
dir. 


news 


OHIO 

Akron WAKR-TV: Edward T. McDonald, 
news dir. 

Cincinnati WCPO-TV: Robert Otto, news 
dir. 


WKRC-TV: George Palmer, news dir. 
WLW-T: Terry Flynn, news ed. 
Cleveland WEWS: Donald L. 
news 

WNBK: Edward R. Wallace, news dir. 
WXEL: Ben Wickham, dir. prog. oper. 
Columbus WBNS-TV: Chester S. Long. 
news ed. 

WLW-C: Dave Nichols, news ed. 
WTVN-TV: Joe Hill, news dir. 

Dayton WHIO-TV: Don Wayne, news dir. 
WLW-D: Arlene Hadley, prog. adm. 

Lima WIMA-TV: Don Sherwood, news ed. 
Steubenville WSTV-TV: Scott 


news dir. 


Perris, dir. 


McMurray, 


(Continued on page 90) 
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Directors (Cont'd from 89) 


Toledo WSPD-TV: Jim Uelbelhart, news dir. 
Youngstown WFMJ-TV: Bill Lindsay, news 
dir. 

WKBN.-TV: Gene Starn, news dir. 
Danesville WHIZ-TV: Arthur Schreiber, 
news dir. 

Ashtabula WICA-TV: Charles Hess, news 
ed. 


OKLAHOMA 

Ada KTEN: George Miller, news dir. 

Enid KGEO-TV: Casey Cohomia, news dir. 
Lawton KSWO-TV: Jack Highberger, news 
dir. 

Muskogee KTVX: Jack Morris, news dir. 
Oklahoma City KTVQ: Hugh Scott, news 
ed. 

KWTV: Bruce Palmer, news dir. 
WKY-TV: John Fields, news dir. 

Tulsa KOTV: Cy Tuma, news dir. 
KVOO-TV: Ken Miller, news dir. 


OREGON 

Eugene KVAL-TV: Philip George, news dir. 
Medford KBES-TV: Jerold Poulos, sta. mgr. 
Portland KLOR: Sherm Washburn, news dir. 
KOIN-TV: Tal Tripp, news dir. 

KPTV: Ivan Smith, news dir. 


PENNSYLVANIA 

Altoona WFBG-TV: Charles Flynn, news ed. 
Bethlehem WLEV-TV: Elwood C. Anderson, 
st. mgr. 

Easton WGLV: Jack Rattigan, news dir. 
Erie WICU-TV: Howard Hartzell, news ed. 
WSEE-TV: Richard Morgan, news dir. 
Harrisburg WCMB-TV: Ed Conway, news 
dir. 

WHP-TV: Joe Harper, news dir. 

WTPA: Gladys Swift, news dir. 
Johnstown WARD: Frank C. Jordan, news 
dir. 

WJAC-TV: Edward L. Klym, news ed. 


Lancaster WGAL-TV: James Cox, world 
news dir. 
Philadelphia WCAU-TV: Charles Shaw, 
news ed. 


WFIL-TV: Charles Harrison, news dir. 
WPTZ: Ernest Leiss, news dir. 

Pittsburgh KDKA-TV: Bill Burns, news dir. 
WENS-TV: Larry H. Israel, gen. mgr. 
Reading WHUM-TV: John Deegan, news ed. 
Scranton WARM-TV: Jack Guinan, news 
dir. 

WGBI-TV: Tom Powell, news dir. 

WTVU: Thomas W. Jones, gen. mgr. 
Wilkes-Barre WBRE-TV: Franklin D. Cos- 
lett, news dir. 

WILK-TV: Tom Bigler, news dir. 

York WNOW-TV: Richard E. Burg, news ed. 
WSBA-TV: Otis Morsse, news dir. 


RHODE ISLAND 
Providence WJAR-TV: Warren Walden, 
news dir. 


WPRO-TV: Fred O. Shanor, prog. dir. 


SOUTH CAROLINA 


Anderson WAIM-TV: Jim Brownell, news 
dir. 





Chart (Continued from page 79) 


Mon. -Thu.—Pillsbury. 

“Valiant Lady” (M. ny —" 1: 15 pe): 
M. W. F.—Gener 
Wesson Oil; ™. —Toni. 

“Robert . 


Lewis” aL-F., 2-2: “1 


Lanolin 


Ss. 
*Linkletter’s House Party” (2:30-3 
ga: 2:30-45—M., W. & F., Lever 
Tu. & Th., Kellogg, 2: 45-3—M.- 
Th, Pillsbury ; Fri., Dole as eee 
“Bob Crosby Show’ -F., 3:30-4 
p.m.) ; 3:30-45—Mon., Scott Paper; Tue., 
Carnation, alt. wks., Larsen. Thu., Toni; 
Fri., 8. O. S., alt. wks.—Gerber Prods. 
3:45-4—M. W. & Fr.—General Mills; Th.. 


Scot! Paper Co. 

"Person To. Person” (Bri., 10:30-11 
p.m.): American Oil (East Coast): 
Hamm’s Brewing (Midwest); alt. wks— 
~— Nat'l Watch. 


Doody” (M.-F., 5:30-6 p.m.): 
bisn-e ‘Standard Brands. a 5:30- 
5:45-6— 


ait. weeks; Mon, 2:15-30 p.m., 


Soup. 
sustaining. 4 ..™ eas Luden’s & 
‘elch 


Se! 
26, 9-10: m. — “‘Dearest Enemy”’ 


Mon. - 
“Sleeping Beauty” ( RCA, Ford). 











Charleston WCSC-TV: Harry Gianaris, news 
dir. 

WUSN-TV: Douglas M. Bradham, asst. gen. 
mgr. 

Columbia WCOS-TV: Blair McKenzie, prog. 
dir. 

WNOK-TV: Don Robertson, news dir. 
WIS-TV: E. Grenville Seibels II, news dir. 
Florence WBTW Robert L. Rierson, prog. 
dir. 

Greenville WFBC-TV: N. C. Duncan, news 
ed. 
WGVL-TV: Ben Greer, prog. dir. 

SOUTH DAKOTA 

Florence KDLO-TV: M. A. Stoneking, sta. 
mgr. 

Rapid City KOTA-TV: Stewart Steele, news 
dir. 

Sioux Falls KELO-TV: 


news dir. 


William Wigginton, 


TENNESSEE 
Chattanooga WDEF-TV: 
dir. 

Jackson WDXI-TV: Louis C. Wrather, news 
dir. 

Johnson City WJHL-TV: 
news dir. 

Knoxville WATE: Arthur J. Metzler, news 
ed. 

WTVK: Jack F. Joyner, news dir. 
Memphis WHBQ-TV: Gene Roper, news dir. 
WMCT: Ed White, news ed. 

Nashville WLAC-TV: Jack Drake, news dir. 
WSIX-TV: James M. Kent Jr., news dir. 
WSM-TV: Harold Baker, news dir. 


Mort Lloyd, news 


Michael Blancard, 


TEXAS 

Abilene KRBC-TV: Don Wilson, news dir. 
Amarillo KFDA-TV: Bill Johns, news dir. 
KGNC-TV: Bob Izzard, news dir. 

Austin KTBC-TV: Paul Bolton, news dir. 
Beaumont KBMT: Walter Morris, prog. dir. 
KFDM-TV: Dave Russell, news dir. 





Corpus Christi KVDO-TV: Ken Cessna, news 
dir. 

Dallas KRLD-TV: Larry Rasco, news dir. 
WFAA-TV: Tom Journeay, news dir. 

El Paso KROD-TV: Louis Hendricks, news 
dir. 

KTSM-TV: Conrey Bryson, news dir. 

Ft. Worth KFJZ-TV: Porter Randall, news 
ed. 

WBAP-TV: James A. Byron, news dir. 
Galveston KGUL-TV: Casey Linn, news dir. 
Harlingen KGBT-TV: Jerry Fisher, news dir. 
Houston KPRC-TV: Pat Flaherty, news dir. 
KTRK-TV: Ray Conaway, news dir. 
Longview KTVE: W. H. Dixon, news ed. 
Lubbock KCBD-TV: Joe Gilbert, news dir. 
KDUB-TV: Jack McElrath, news dir. 
Lufkin KTRE-TV: Boyd Porter Jr., news ed. 
Midland KMID-TV: Dub Bowlus, news dir. 
San Angelo KTXL-TV: Doug Thompson, 
news dir. 

San Antonio KCOR-TV: Henry Guittierez, 
prog. mgr. 

KENS-TV: Ed Uhler, prog. dir. 

WOAI-TV: Henry Howell, news dir. 
Temple KCEN-TV: Frank Bissett, news ed. 
Texarkana KCMC-TV: Howard Garland, 
news ed. 

Tyler KLTV: Gerry Lansing, news dir. 
Waco KANG-TV: George Milner, news dir. 
KWTX-TV: William O. Stinson, news dir. 
Weslaco KRGV-TV: Harry Van Slycke, news 
dir. 

Wichita Falls KWFT-TV: Ed Hamlyn, news 
ed. 

KFDX-TV: Jim Rizner, news dir. 


UTAH 


Salt Lake City KSL-TV: Paul Alexander, 
news dir. 

KTVT: Jack Goodman, news dir. 

KUTV: Alan Frank, prog. dir. 


VERMONT 


Burlington WCAX-TV: J. A. Sullivan, news 
dir. 


VIRGINIA 
Harrisonburg WSVA-TV: 
news ed. 

Lynchburg WLVA-TV: Rod Lea, news ed. 
Norfolk WTAR-TV: Gil McLeod, news ed. 
WVEC-TV: Lewis T. Jester, news dir. 
Portsmouth WTOV-TV: Tovey Lee, prog. dir. 
Petersburg WXEX-TV: James Dodd Jr., 
prog. dir. 

Richmond WTVR: Roy Roman, news dir. 
Roanoke WDBJ-TV: Don F. Murray, news 
ed. 

WSLS-TV: Tom Wright, news dir. 


Robert E. Lee, 


WASHINGTON 

Bellingham KVOS-TV: Alfred Weeks, news 
ed. 

Pasco KEPR-TV: John Knievel, news dir. 
Seattle (Tacoma) KING-TV: Charles Her- 
ring, news dir. 

KOMO-TV: Herb Robinson, news ed. 
Spokane KHQ-TV: Pat Cullen, news dir. 
KREM-TV: Richard Barrett, news ed. 
KXLY-TV: Gene Roth, prog. dir. 

Tacoma (Seattle) KTNT-TV: Sam Rinaker, 
news dir. 
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Trey Z (Cont'd from page 45) 


matic washing machines, i.e. homes 
which are prospects for the new “con- 
trolled suds” detergents. TvB selected 
this rather narrow, yet important, field 
because its first nationally distributed 
brand had been investing the bulk of 
its advertising funds in newspapers; 
this brand was setting a “print pattern” 
for competitive brands, made by giant 
soap companies, which were expand- 
ing from test areas to national distri- 
bution. While the total effect of TvB’s 
selling approach to these new products 
cannot be measured, important new 
television billings trace directly to this 
project. For it revealed that daytime 
television offers superior and repetitive 
coverage of the automatic washing ma- 
chine homes, i.e. the sudsless detergent 
market. In the new “controlled suds” 
field, TvB is one of the factors now 
shifting the advertising pattern from 
print to television. 

In response to the threatened weak- 
ening of television’s cigarette billings, 
as widely forecast and heralded in the 





KTVW: William Veneman, exec. asst. 
Yakima KIMA-TV: John Knievel, news dir. 


WEST VIRGINIA 
Bluefield WHIS-TV: P. T. Flanagan, sta. 


mgr. 
Charleston WCHS-TV: Bob Boaz, news dir. 
Huntington WHTN-TV: John Phillips, sta. 
mgr. 

WSAZ-TV: N. A. Basso, news dir., Robert 
Horan, news ed. 

Oak Hill WOAY-TV: Bud Gentry, news dir. 
dir. 

Parkersburg WTAP: Jack See, news dir. 
Wheeling WTRF-TV: George Diab, news dir. 


WISCONSIN 

Eau Claire WEAU-TV: Leo Howard, gen. 
mer. 

Green Bay WBAY-TV: Clair Stone, news 
dir. 

WFRV-TV: Warren Rhyner, news dir. 
Marinette WMBV-TV: Tom Reading, news 
dir. 

LaCrosse WKBT: Raymond Skoran, prog. 
dir. 

Madison WKOW-TV: Clark Hogan, oper. 
mgr. 

WMTV: Michael Griffin, news dir. 
Milwaukee WTMJ-TV: Jack Krueger, news 
dir. 

WXIX: Jerry Dunphy, news dir. 

WISN-TV: Carl Zimmerman, news dir. 
Wausau WSAU-TV: Walter John Chilsen, 
news dir. 


WYOMING 
Cheyenne KFBC-TV: Kirk Knox, news ed. 


general and trade press, TvB’s Research 
Department is shedding new light on 
the fast-changing cigarette market and 
its relationship to television. TvB is 
now in the process of relating to cig- 
arette advertisers certain key, hitherto 
unknown, facts which show, among 
other things, that the heavy half of 
cigarette smoking homes light up about 
three times as many cigarettes as the 
light-smoking half. This information, 
provided by an audit of the national 
sample of Nielsen homes (in which 
there is a continuing record of tele- 
vision viewing), has been directly re- 
lated to television viewing. In this way, 
TvB is able to reveal to the interested 
advertisers the kinds of television whic: 
most effectively cover the heavy-smok- 
ing half, the cream customers. This is 
a specific example of how TvB sells to 
advertisers the productive use of the 
television medium. 


Special Studies 


In concentrating on certain fields of 
important advertising volume, a small 
percentage of which is allocated to tele- 
vision, TvB’s Research Department has 
done special studies in the gasoline, 
oil and tire fields. In this instance, TvB 
has arranged for the periodic readings 
of speedometers of the automobiles in 
the same homes in which there is a 
continuing record of television view- 
ing. The gasoline advertisers, whose 
top-level executives are beginning to 
see this presentation, have been very 
interested to learn that the heavy-driv- 
ing half of American homes drives 
16,000 miles a year, the light-driving 
half, 6,000 miles a year. Also, they 
seemed to be impressed by the fact 
that television viewing runs consider- 
ably heavier in the heavy-driving 
homes. And that certain kinds of tele- 
vision, for example the relatively avail- 
able 11 p.m. to midnight hours, provide 
much higher circulation in the heavy- 
driving half. We believe this kind of 
selling will provide prestige for both 
TvB and our industry and, what is 
more important, sales results. 


Dog and Cat Foods 


Of particular interest to companies 
such as General Foods, General Mills, 
Wilson, Armour, Swift, Quaker Oats 
and the like, who operate large pet food 
divisions, is TvB’s new “Project Dogs 
and Cats.” TvB—by personal investi- 


gation of its national sample of homes 
—has learned that 37 per cent of all 
households have a dog, about 24 per 
cent have a cat, 55 per cent of all 
homes feed one or more pets. By show- 
ing the interested dog and cat food 
advertisers what kinds of television 
most effectively reach their prospects, 
TvB hopes to enhance television’s bill- 
ings in these growing market classifi- 
cations. 


Give TvB Entree 


These four projects, alone, give TvB 
entree to the media selection executives 
of such important advertisers as Amer- 
ican Tobacco, R. J. Reynolds, Liggett 
& Myers, Philip Morris, P. Lorillard, 
Socony Mobil Oil, The Texas Company, 
Shell Oil, Gulf Oil, Sinclair Refining, 
American Oil, Standard of California 
and Standard of New Jersey, as well as 
the important food advertisers listed 
above. Sales projects, evolving from 
these research projects, will consume 
a minimum of three months. 

For the future, TvB’s Research De- 
partment will soon start other import- 
ant projects including one in the life 
insurance field to serve as a basis for 
special sales solicitations to important 
life insurance companies, whose tele- 
vision appropriations are notably low. 


Economists say that there is pros- 
perity ahead for the United States 
for several years if the distribu- 
tion wheels can be kept properly 
greased. How important do you 
feel television can be in this dis- 
tribution effort? 


You phrase the question extremely 
well. For our economy has already 
moved from one in which emphasis is 
on production to one in which the 
emphasis is on consumption. The fun- 
damental determinant of our standard 
of living and the growth of our econ- 
omy will be how much is sold, rather 
than how much is made. In meeting this 
test, television must play the primary 
role. We at TvB believe that organized, 
unified television selling is not only 
essential to television’s interests but 
also stimulates business generally. In 
short, in our second year—1956—TvB 
intends to mean more business for 
its members, its industry and _ its 
advertisers. 
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Screen Gems (Contd from 68) 


letters of red ink. Instead, it became 
the up-turning point in the company’s 
history. 

The Ford Theatre, produced by 
Screen Gems, has been running con- 
tinuously since October, 1952, on 
NBC-TV. Screen Gems has been syn- 
dicating re-runs of the series under 
the title All-Star Theatre and to date 
has sold it in 250 markets. 

Shortly after the Ford deal, The 
Ethyl Corp. in early 1953 asked Screen 
Gems to create a sports show for them. 
The result was The Big Playback. 
Following Ethyl’s national spot spon- 
sorship of the series it was put into 
syndication and, to date, has been sold 
in 97 markets. 

Next came Father Knows Best, made 
and sold in 1954 to Kent Cigarettes 
on CBS-Television and subsequently 
placed on NBC-TV by Scott Paper Co. 
The same year, Captain Midnight was 
produced for The Wander Co., maker 
of Ovaltine, and presented over CBS- 
Television. This series is also syn- 
dicated under the title of Jet Jackson 
and, to date, has played in 30 other 
markets. Then came another outstand- 
ing network series, The Adventures of 
Rin Tin Tin, which is now in its second 
season of sponsorship by National 


Biscuit Co. over ABC-TV. 


Damon Runyon Theatre 


In 1955 the company made and sold 
Damon Runyon Theatre to Anheuser 
Busch over CBS-Television; The Patti 
Page Show to Oldsmobile for spot 
placement in some 105 markets (see 
May Spot Report) ; Tales of the Texas 
Rangers to General Mills Co. and 
Curtiss Candy Co. over CBS-Tele- 
vision, and Celebrity Playhouse to 
Falstaff Brewing Co. for spot place- 
ment in 45 markets (see July Spot 
Report). 

Other Screen Gems properties in 
syndication are: Tales of the Texas 
Rangers, its newest series; Celebrity 
Playhouse, sold in 17 markets; Jungle 
Jim, its only series offered for syndica- 
tion the first time around, now in 21 
markets; and Top Plays of 1955, the 
only outside-produced series Screen 
Gems is selling, in 45 markets. 

Obviously, the four year track 
record which Ralph Cohn and his 


team-mates at Screen Gems have made 
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RALPH M. COHN 
Vice president & general manager 


is an imposing one. Who are some of 
these top-level team-mates? 

Vice president in charge of sales is 
John H. Mitchell. Born in New York 
City in 1918, Mr. Mitchell started sell- 
ing at the age of 12. With his brother 
he developed a profitable door-to-door 
Christmas tree and wreath business in 
Rochester, N. Y., where his family had 
moved. Following his graduation from 
the University of Michigan in 1939 he 
came to New York and started in the 
shipping department of Erwin, Wasey 
& Co. In a few weeks he was moved 
to the agency’s radio department. In 
1941 he went to the Mutual Broad- 
casting System as sales service man- 
ager and soon became an account 
executive, returning in the 
capacity after two years service as an 
Ensign in the U. S. Navy. Later he 
went back to Rochester when station 
WVET was started. But anticipating 
the advent of television, John Mitchell 
returned to New York in 1948, this 
time as director of television for United 
Artists. Then on Dec. 1, 1952, Ralph 
Cohn asked him to head up the Screen 
Gems sales department. 

Another important member of the 
Screen Gems team is Ben Berenberg, 
east coast production executive re- 
sponsible for all New York-produced 
properties. With the company since 
1951, Mr. Berenberg’s specialty is 
making tv commercials. However, he 
has also produced the company’s sec- 
ond program series, The Big Playback. 

Then there is Burt Hanft, director 
of business affairs. A holder of a 


same 


master’s degree in chemical engineer- 
ing and a lawyer, Mr. Hanft joined 
Columbia Pictures’ legal department 
in 1949. Three years later he came to 
Screen Gems as business manager. 

Director of sales is Robert H. Salk, 
who came to the company last August. 
Mr. Salk was research director and 
head of tv sales in Chicago for the 
Katz Agency from 1945 to 1950. After 
a year with CBS network sales he re- 
turned to Katz to manage both tv pro- 
grams and sales development. In 1953 
when Katz formed its film buying sub- 
sidiary, Station Films, Inc., Mr. Salk 
was named general manager, a post he 
held until he joined Screen Gems. 

On the West Coast is Irving Briskin 
who is vice president in charge of 
production in Hollywood, supervising 
the work of his son, Fred, production 
executive, and producers Irving Starr 
and Joseph Hoffman. Irving Briskin 
is also a Columbia executive. 

In commenting on the relationship 
between Screen Gems and its parent, 
Columbia Pictures, Ralph M. Cohn 
says, “The top executive echelon at 
Columbia has from the start given 
guidance and counsel on business pro- 
cedures as well as the showmanship 
aspects of our company. We don’t 
make a top-level move without their 
After all, these 
men have spent a lifetime giving enter- 
tainment to the public, and they have 
been outstandingly successful at it.” 

And it is apparent that some of 
Columbia’s success has worn off on 
Screen Gems. “We have doubled our 
income this year over what it was last 
year,” Screen Gems’ general manager 
states. “And last year’s doubled that 
of the previous year. But we don’t for- 
get that all of this happened while the 
tv industry was itself expanding at an 
equal rate. Now the industry has about 
reached a point of stabilization. There 
is still more growth to come, of course, 
but certainly not at the geometric rate 
of rise of the past four years.” 

Nevertheless, Mr. Cohn and _ his 
colleagues remain confident about the 
future. “Our plan,” he says, “is to 
continue to grow. One way is to ex- 
pand from within, which we are doing. 
Another way is to merge, which we 
are attempting. And if, in the next 
five years, we increase at a rate greater 
than the industry’s, then we will know 
we have really achieved something.” 


advice and consent. 
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TELEVISION AGE 


Report by Markets, 
December, 1955 


The figures listed below are secured 
from the stations. They are presented 
as a service by TELEVISION AGE. For 
further information regarding the 
figures and their sources, contact the 
stations. Outlets equipped to carry 
network or local color are listed with 
the number of color sets in each mar- 
ket, where such figures are available. 
Asterisks indicate stations equipped 
for color but which have submitted 
no figure. Italics indicate stations not 
yet on the air, channel numbers and 
target dates. Daggers (+) indicate that 
the station has asked that no set count 
figure be published. 

In addition to set figures the two 
principal executives of each station are 
listed. 





Totals 
Total commercial stations: 446 
Total markets: 287 
Total estimated b&w sets: 36,296,000 
Total estimated color sets: 34,381 











City Station Vht Unf Color 
ALABAMA 
Birmingham WABT 353,800 _— 


Henry P. Johnston, p. & mng. d.: 
Charles F. Grisham, v.p. chg. sls. 

WBRC-TV 351,000 200 

J. Robert Kerns, v.p. & mng. d.; 
Oliver V. Naylor, g. sls. m. 


Decatur WMSL-TV 31,200 _ 
Frank Whisenant, p. 
Dothan WwTvy 22,360 — 
Mel Wheeler, v.p. & g.m.; F. E. 
Busby, exec. v.p. 
Mobile WALA-TV 128,700 
*, O. Pape, p.: H. K. Martin. 
xec. V.p. 
WKRG-TV__ 
C. P. Persons, Jr., v.p. & g. m. 
Montgomery WCOV-TV 74,500 25 


Hugh M. Smith, g. m. 

Morris South, sls. m. 

WSFA-TV 114,525 ted 

Hoyt Andres, v.p. & st. m.; John 
C. Hughes, c. m. 


ARIZONA 


KVAR (see Phoenix) 

KOOL-TV 141,078 590 

Tom Chauncey, g. m.; Robert C 
Garland, nat. sls. m. 

KPHO-TV 140,890 *— 

Richard B. Rawls, g. m.; C. A. 
Larson, ¢. m. 

KTVK 167,000 200 

Roger Van Duzer, st. m.; Burton 
B. La Dow, e.m. 

KVAR 140,890 — 

Dwight Harkins, m.; E. W. (Bill) 
Harvey, c. m. 

KOPO-TV 50,500 

E. S. Mittendorf, ¢. m.: 
Perlin, sls. m. 

KVOA-TY 48,868 — 

Clinton D. McKinnon, p.: J. C 
Underwood, Jr., sls. m. 

Yuma KIVA 


Mesa 
Phoenix 


Tucson _ 
Bernie 


Ray C. Smucker, g.m., Richard 
Newland, sls. m. 
ARKANSAS 
El Dorado KRBB — 
Wm. M. Bigley, g. m. 
Fort Smith KFSA-TV 40,000 _ 
Weldon Stamps, m.; Roland Hund- 


ley. sls. m. 





Set Count: 





City Station vVhi Unt Coler 
Little Rock KARK-TV 115,694 25 
T. K. oe v.p. & g. m.; Lee 
Bryant, ec. 
KATY (see Pine Bluff) 
KTHVY — — 
K. Lg: Engel, p.; B. G. Robertson, 
m. & secy. 
Pine Bluf KATV 118,694 © a= 
John H. Fugate, ¢. m.; Ben 
Holmes, nat. sls. m. 
Texarkana KCMC-TV (see Texarkana, Tex.) 
CALIFORNIA 
Bakersfield KBAK-TV 93,000 _ 
A. H. Constant, v.p. & g.m. 
KERO-TV 152,000 _- 
Gene DeYoung, p. & g. m.; John 
Barrett, tv. sls. m. 
Chico KHSL-TV 68,100 _ 
M. F. Woodling, st. m.; George 
Ross, nat. sis. m. 
Eureka KIEM-TV 25,000 _ 
William B. Smullin, p.; Donald 
H. Telford, st. m. 
Fresne KJEO 169,000 200 
Joseph Drilling, v.p.; W. O. Ed- 
holm. c. m. 
KM4J-TV 169,000 200 
Perry Nelson, st. m.; Wilson Lef- 
ler. sls. m. 
Los Angeles KABC-TY 2,130,181 _ 
Selig J. Seligman, ¢. m.; Elton 
Rule, gen. sis. m. 
KCOP 2,239,281 
Jack Heintz, v.p. & ¢. m. Amos 
Baron, sls. m. 
KHJ-TV 2,202,126 ‘_— 
John T. Reynolds, ¢. m.; Howard 
L. Wheeler, sls. m. 
KRCA 2,240,384 1,103 
Thomas C. McCray, st. m.: James 
Parks, sis. m. 
KNXT 2,192,000 584 
James T. Aubrey, Jr. g. m 
Robert D. Wood, gen. m 
KTLA 2,202,127 886 
Klaus Landsberg, ¢. m.; Robert 
Mohr, sls. m. 
KTTV 2,240,384 — 
Richard A. Moore, p. & ¢. m.; 
John R. Vrba, v.p. chge. sls. 
Sacramento KBET-TV 375,693 3 
John H. Schacht, v.p. & g. m.: 
George J. Kapel, g. sls. m. 
KCCC-TV 165,000 _ 
Ashley L. Robison, ex. v. p.; A. 
J. Richards, v. p. chge. sls. 
KCRA-TV 285,000 1,500 
Ewing C. Kelly, p. & ¢. m.; Frank 
M. Devaney, sls. & st. m. 
Salinas KSBW-TV 110,000 
Francis Conrad, st. m.; Graham i. 
Moore, sls. m. 
San Diego KFMB-TV 107,092 _ 


Tijuana, Mex. 


San Francisco 


San Jose 


San Luis 


George Whitney, g. m.; Bill in 
nat. sls. m. 

KFSD-TV 407,000 50 

William E. Goetze, g¢. m.; Jay 
Grill, sls. m. 

XETV 

Julian M. Kaufman, g.m. 

KGO-TV 1,086,590 

James H. Connolly, v.p.; Vincent 
A. Francis, Icl. sls. m. 

KPIX 1,153,730 529 

Philip G. Lasky, ¢. m.; Lou 
Simon, sls. m. 

KRON-TV 1,158,990 564 

Harold P. See, st. m.; Norman 
Louvau, sls. m. 


KSAN-TV 300,000 _ 

Norwood J. Patterson, g¢. m. & 
sls. m. 

KNTV 545,479 


Douglas D. Kahle, g. m.; Len Cin- 
namond, sls, m. 

KVEC-TV 96,420 

Les Hacker, g. m.; Si Darrah, c. m. 

KEY-T 227,918 

Colin M. Selph. p.; R. Hill Car- 
ruth, rgnl. sls. m. 

KOVR 1,162,340 _ 

Terry Hamilton Lee, ex. v.p. & 
gs. m.; Frank G. King, ¢. sls. m. 


KVVG 147,000 _ 
E. D. Beatie, g. m.: Bob Hill, 
sls. m. 








City 


Station vhi Un! Color 





Colorado 


Denver 


Grand 


Bridgeport 


Hartford 


New Britain 


New Haven 


Waterbury 


Wilmington 


COLORADO 
KKTV 60,688 — 
James D. Russell. p. & ¢. m.: 
Robert D. Ellis, v.p. & nat. sled. 
KRDO-TV 44,000 —_— 
Harry W. Hoth, Jr., p.. ¢. m. & 
sis. m. 
KBTV 317,901 
Joseph Herold, st. m.; 
nat. sis. m. 
KLZ-TV 317,991 vo 
Hugh B. Terry, p. & ¢. m.; Jack 
Tipten, ¢. als. m. 
KOA-TV 317,901 100 
William Grant, p. & ¢. m.; Wil- 
liam F. MacCrystall, tv els. m 
KTVR 299,762 —_— 
Jon R. McKinley, ¢. m.; Brad 
Robinson, operats. m. 

KFXJ-TV 14,372 —- 
Rex G. Howell, p. & ¢. m.; J. L 
Robinson, mng. d. tv 

KCSJ-TV 29,000 
Ray J. Williams, ¢. m.;: 
Dennis, sls. d. 


John Henry, 


Walter 


CONNECTICUT 
WICC-TV 72,340 — 
Philip Merryman, p. & g. m.: 
Manning Slater, sis. m. 
WGTH-TV 291,299 — 
Alex Campbell, Jr.. v.p.; George 
H. Morris, sls. m. 
WKNB-TV 337,536 *— 
Peter B. Kenney, exec. vp. & 
gs. m.; David Scott, nat. sls. m 
WNHC-TV 948,702 156 


Edward C. Obrist, m.; J. Vincent 
Callanan, sls. m. 
WATR-TV 215,100 a 


Samuel R. Elman, st. & c. m 
DELAWARE 
WPFH 2,051,000 


Robert R. Nelson, st. m.; Glen 
Lau, c. m. 


DISTRICT OF COLUMBIA 


Washingvon 


Daytona Beach WESH-TV 
Fort WITV 


WMAL-TV 600,000 _— 

Frederick S. Houwink, ¢.m.; Neal 
J. Edwarus, sls m. 

WRC-TV 753,000 a 

Carleton D. Smith, vp. «@ é¢. 
Joseph Goodfellow, dir. of ~ 4 

WTOP-TV 693,000 oo 

George F. Hartford, v.p. chge. tv.; 
Robert A. J. Bordley, sls. m. 

680,000 


WTTG 
Leslie G. Arries, Jr., g. m. & ele. mi. m 


FLORIDA 


~(2) Jan. '56 
237,716 a 


Lauderdale C. Edward Little, ¢. m. 


Fort Myers 


dackson ville 


Miami 


Orlando 


Panama City 


Pensacola 


it. 
Petersburg Charles L. Kelly, 


Tallahasse 
Tampa 


WINK-TV 17,235 —_ 

A. J. Bauer, g. m.; Bob Bradley. 
ce. m. 

WHP-TV 98,896 50 

T. S. Gilchrist, Jr.. ¢. m.; Willard 
Fraker, sls. m. 


WMBR-TV 520,386 se 
Glenn Marshall, Jr., p. & ¢. m 
Charles M. Stone, v.p. 
WOBS-TV—(30) Jan. ’56 
WGBS-TV 250,381 200 


Frank Riordan, 
Koessler, sls. m. 

wtvd 344,000 200 

Lee Ruwitch, exec. v.p. & g. m.; 
John S. Allen, v.p. & ¢. sls. m 


mng.d.: Walter 


WDBO-TV 111,875 aoe 
Harold P. Danforth, p. & g.m 
Agnes V. Carison, sls. co-ordi 


nator 
WIDM-TV 27,500 _— 
: Byron Hay 


Harry C. —_ st. m. 
ford, sls. m. 
WEAK-TY i 140,000 20 
Mel Wheeler, p. & ¢. m.; Milt de 
Reyna. asst. m 
WPFA-TV 32,500 _ 
Charles W. Lamar Jr., p.: George 


Blanford, g¢. m. & nat). & loc. sls. 
WSUN-TV 173,484 -— 
€. m.; Bernard 

L. Kobres, sls. d. 

WCTV (see Thomasville, Ga.) 
WFLA-TV 214,578 
George W. Harvey, ¢. m.: William 

B. Faber, sls. m. 

Wwtvt 200,000 1,000 
W. Walter Tison, v.p., g.m. & sls 

m.; Paul M. Jones, asst. sls. m 
WIRK-TV 47,609 — 
Joseph S. Field, Jr.. p. & ¢. m.; 

Sherlee Barish, c. m. 
WINO-TV 263,012 

Theodere A. Eiland, g.m. & ais. 

d.: W. F. Housner, sis. m. 
WEAT-TV 301,875 _ 
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vat Uni Color 


GIA 


City Station 





GEOR: 
WALB-TV 000 
James H. Gray, p.: 

wagon, ¢. m. 
WAGA-TV 511,560 500 
Glenn Jackson, mng. d.; John W. 

Collins, m. 

WLW-A 


Albany _ 
Tom Still- 


Atlanta 


nat " 
WSB-TV 580,240 
John M. Outler, Jr., g¢. m. : Mareus 
Bartlett, st. m. 
Augusta WJBF 180,100 50 
J. B. Fuqua, p.; Donald M. Kelly. 


Celumbus 36,959 
E. *. autens, st. m.; Joe Wind- 


WREL-TV. 187,327 
— aan gs. m.; George Sedigan. 


WMAZ-1 TV 108,103 
a E. Cobb, g.m.; Red can 


WROM-TV 174,330 
Ed McKay, m.; Chas. 
WTOC-TV 150,360 
W. T. Knight, Jr., 
Ben Williams, c. m. 


Doss, ¢c. m. 
p. & g.m.; 


wi quasss 
L. Herschel Graves, g. m. 


IDAHO 

KBOL-TV 55,175 

Westerman Whillock, g. m. Earl 
Glade, Jr., st. m. & c. m. 

KIDO-TV 43,700 

Walter E. Whgstaff, v.p. & g. m.; 

Tucker, sls. m. 

KID-TV 40, 

C. N. Layne, g. m.; Claude Cain. 
sls. m. 


Idaho Falls 


| A Magazine We Have 
To Read... 


“TELEVISION AGE is not only a 
magazine we HAVE to read, 
it’s one we can read with pleas- 


” 
ure. 





| BETH BLACK 


Head Timebuyer 
Harry B. Cohen Adv. Co. 
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Civ Station Vat Unf Color City Station Vht Unf Color 
Lewiston KLEW-TV _ Des Moines WHO-TV 286,000 50 
Charles R. White, g¢.m. | Paul A. Loyet, v.p. & res. m.;: 
Twin Falls KLIX-TV —— — Harold W. Fulton, els. m. 
Frank C. McIntyre, v.p. & g.m. KRNT-TV 197,281 
| Robert W. Dillon, g. m. ; Paul M. 
ILLINOIS | Elliott, ¢. m. 
Bloomington WBLN-TV 60,000 — | Fort Dodge KQTV 36,812 _ 
Worth S. Rough, p., g.m. & als. m. | Edward Breen, p. & ¢. m.; Max 
Champaiga WCIA 331,260 _ Landes, sls. m. 
Anger CO. Save, p.; Guy Main, Mason City KGLO-TV Fn ge Ke _ 
v.D. Herbert R. rt, ex. V.pD. 
Chicage WBBM-TV 2,323,200 1,000 Walter Rothschild, nat. A 7 
H. Leslie Atiass, v.p. & £. m.; Sioux City KTIV 187,734 350 
George or sis. m. Dietrich Dirks, p. & g. m.; L. L. 
* = McCurnin, sls. m. 
Sterling C. Quinlan. v.p. KVTV 187,735 50 
WGN-TV 2,300, Arthur J. Smith, res. m.; Donald 
Frank P. ~~~ vp. & ¢. m D. Sullivan, adv. d 
WNBQ 2 > 1,500 Waterloo KWWL-TV 324,866 250 
Jules Herbuveaux, g. m.; John M. R. J. McElroy, ¢. m.; Don E. 
Keys, sis. d. | Inman, sls. d 
Danville WDAN-TV _ 
Max Shaffer, st. m.; ne? D. Bek- KANSAS 
“ _— a. enna Great Bend KCKT-TV 144,350 e - _ 
Decatur ‘TV _ Les Ware, ¢. m.; tie Cowan, 
W. L. Shellabarger, p., g. m. & sis c. m. 
m 
- Hutchinson KTVH 226,501 ° 
Harrisburg ey —e 34,692 7 (Wichita) Bowerd 0. Peterson, gs. m.: EB. Ww. 
~ ae oo! & Dallie: m 
Peoria WEEK-TV eee 2007 | | 6 gene ahaaee "y 
~~ Cc. 7% gs. m.; William RB. B. Wade, s. & ols. m. 
WTVH-TV 238,000 200 Topeka WIBW-TV 126,436 
Edward G. Smith, g. m.; John Ben Ludy, g. m.; Hilton ite. 
le, sls. m. sls. m. 
Quincey KHQA-TV 170,852 19 Wichita KAKE-TV 227,599 
Walter Rothschild, g.m.; Paul Mil- Martin Umaneky, g. m.; Donivan 
len, nat. sls. m. D. Waldron, nat. sls, m. 
WGEM-TV 150,000 — KARD-TV —— 
Joe SSeeneR g. m.; James E. William J. Moyer, v.p. & g. m 
Muse, c. m. KEDD 170,935 _— 
Rockford WREX -TV 259.441 Stanley Durwood, p. & gz. m. & 
Joe Baisch, 7 goon Al Bilardello. sls. m.; Nevin McCord, res. m 
loc. als. 
wTtvo : 116,000 _ KENTUCKY 
es By rst, g.m.; Edward | Henderson WENT | 91,409 25 
. AB op ec! . Sansbury, ¢.m.; arles 
Rock Island ke ow 303,930 is c_ C, Palmisano, sls. m. 
Leslie ©. Johnson, v.p. gs. m.; Lexington WLEX-TV + —_ 
—— Corken, asst. ¢. m. & | Earl L. Boyles, ex. v.p. & £. m.: 
_> | Jim Pennock, sls. m. 
Speiegtes «6S 110,000 — | Louisville  WAVE-TV 498,495 100 
Milton D. ~w + 2s oe Nathan Lord, v.p. & g. m.: Ralph 
ren King, loc. sls. m. Jackson, c. m. 
WHAS-TV ——j —_ 
INDIANA Victor A. Sholis, d.; Albert J 
Anderson WCBC-TV—(61) Jan. °56 Gillen, sls. d. 
Bloomington WTTV 672,142 200 
Robert Lemon, g. m.; Norman LOUISIANA 
one — SS = ll ai KALB-TY 110,500 ie 
: ~ . » S 8; arvin 
my < eo A } be Ba sls. m. " 
Evansville © WFIE-TV ND | SO Se mete co kc. a: 
Ted Nelson, g. m. & natl. sis. m.: Ron Litteral. sis. m. 
Robert Dean, g. sls. m. WBRZ 171,180 ™. 
Way (eco Sade, Ky.) J. Roy Dabadie, g. m. 
/KJG-TV 144,230 *— ieee igen ‘ 
i i Edward @ Thoms, v.p. & ¢. m.: Lafayette: = KLFY-TV 66,000 es 
Carleton B. Evans, Cc. m. - W. H. Patton, g. m. & sis. m. 
WIN-T (see Waterloo) Lake Charles KPLC-TV 66,781 
Indianapolis WFBM-TV 660,000 500 a te 7 a Mills, 
William F. Kiley, ¢. m.: Dou Jr., ¢. & opertns. m. 
; : KTAG-TV 62,167 _— 
Menke, c. m. 
WISH-TV 660,000 300 William F. MHession, ¢. m.: 
Robert B. McConnell, v.p. & g.m.: Harper Clarke, asst. m. & sls. m. 
George W. Diefenderfer, d. nat. Monroe KNOE-TV 260,500 50 
sls. serv. Paul H. Goldman, v.p. & g. m.: 
Lafayette WFAM-TV 115,000 300 Jack Ansell, Jr., tv sls. & prom 
0. E. Richardson, p. & sls. m.; d. 
Herbert Nelson, m. New Orleans WDSU-TV 364,079 300 
Muncie = TV 107,250 20 Robert D. Sweney. —" vp. > 
. F. Oraig, v.p. g. m.; A. Louis Read, v.p. 
South Bend WSBT-TV 181,953 25 ¢. m. 
Neal B. Welch, g. m.; Richard W WIMR-TV 131,711 121 
Holloway, nat. sls. m. George A. Mayoral, exec. v.p. & 
WNDU-TV 176,700 300 g. m.t Paul Beville, sls. m. 
Bernard C. Barth, v.p. & g. m.: Shreveport KSLA 88,000 ne 
a Thomas Hamilton, c. Winston B. Linam, st. m.: Deane 
R. Flett, nat. sls. m. 
Terre Haute WTHI-TV 165,240 20 KTBS-TV 166,375 200 
J. M. Higgins, g. m.: David J. Patrick J. White, tv st. m.: Marie 
Kirk, loc. sls. m. Gifford, ¢. m. 
Waterloo WIN-T 139,625 *— 
Ben B. Baylor, Jr., v.p. & g. m.: MAINE 
Robert ©. Currie, Jr. preg. m. =| manger WABLTY 98,650 _ 
Leon P. German, Jr., g. m.; Mil- 
IOWA ton Chapman, loc. sls. m. 
Ames WOI-TV 315,600 — W-TWO ——_ _ 
Richard B. Hull, g. m.; Robert C. Murray Carpenter, p. & treas.: 
Mulhall, opertns. m. Rudolph Marcoux, bus. m. 
Cedar Rapids KCRG-TV 238,660 — Poland Spring WMTW 272,923 _ 
Joseph F. Hladky, Jr., v.p.: W. E. John H. Norton, Jr., v.p. & g. m.: 
ao wee Paul Tiemer, sls. m. 
WMT-TV 100 Portland WCSH-TV 184,025 100 
William Nee ee 2 = William H. Rines, mng. d.; Jack 
Lewis > = - =. S. Atwood, st. m. 
Davenport Wwoc-TV 307,070 —_— WGAN-TV. 185,000 100 
Ernest C. San resident m. Creighton E. Gatchell, v.p. & 


ders, 
Mark Wodlinger, resident sls. m. 


g. m.: Richard E. Bates. sls. m. 

















City Station vVhi Unt Color Quy Station Vhi Unt Color City Station Vhi Uni Color 
MARYLAND Meridian WTOK-TV 60,000 _ NEW MEXICO 
Baltimore WAAM 619,700 — Robert F. Wright, p. & s. m.: Albuquerque KGGM-TV 64,488 _ 
Ken Carter, g. m.; Armand Grant, William B. Crooks, v.p. & c. m. A. BR. Hebenstreit, p. & ¢. m 
asst. g. m. & als. d. Tupelo wtwyv _ aT ey m. 
yBAI 053 Frank K. Spain, p. - 1 — 
Testis H. Peard. Jr., 6]. m.: rw. | Ted L. Snider, st. m., Mel Drake, 
Cardall, bus. m. : MISSOURI bt sls. m. 
WMAR-TV 618,063 116 KFVS-TV 145,390 _ K ; 641,488 ¥ 
E. K. Jett, v.p. & d.; Ernest A. Girardeau Robert O. Hirsch, m. of tv.; Jack Wayne Coy, p. & g. m.; Rolf S$ 
Lang, ¢. m. . m. Nielsen, tv els. m. 
, . U9Tw HN KSWS-TV 31,597 _ 
Salisbury WBOC-TV 52 cv Columbia KOMU-TV 98,800 - Roswe a 
John W. Downing, cg J. Ed Lambert, g. m.; John 0. Con- John &. Barnctt, 0. & ¢. m.: Paul 
Truitt. v.p., g. m. & ¢. m. well, c. m. B. McEvoy, sis. m 
Hannibal KHQA-TV (see Quincy, Til.) NEW YORK 
ne ~-anaaaaee Jefferson City KROG-TV 123,783 a Albany WROW-TYV 175000 —— 
Adams WwMGT 175,886 _ Mrs. Frank G. Handy, p. & g.m.; (Sehenee- Thomas 8. Murphy, g. m.: Harry 
(Pittsfield) William P. Geary, g¢. m.: Allan George Diederich, nat. sls. m. tady-Troy) .. Ginn... 
Bonney, sis. m. doplin KSWM-TV 101,750 12 Bingh 2 WNBF. TV - aap : > 
Boston WBZ-TV 1,361,830 61 Austin A. Harrison, p.: D. T. nanan a oo ° joo 
W. C. Swartley, v.p. & g. m.: C. H. Enight, loc. sls. m ao S .; See 
Masse, sls, m. . » =. | G. Hubbell, ¢. sls. m. 
WNAC-TV 1,332,379 a Kansas City KCMO-TY 503,206 % . | Bloomingdale WIRI 98,630* — 
Norman Knight, ex. v.p. & g. m.: E. K. Hartenbower, ¢. m.; S. | (Lake Placid) Carl F. Stohn, Sr., p. & gs. m.: 
Thomas H. Bateson, sl Tremble, c. m. i ‘rar ae : 
‘ . sls. serv. KMBC-TV 494,323 110 Al La France, ¢c. m. * Plus 
& nat. sis. d. John T. Schilling, v.p. & g. m.: | 350,000 Canadian coverage 
Cambridge = WTAO-TV 163,000 — rge J. ns, v.p. & sis. m. Ruffalo WBEN-TV 479,051 200 
(Boston) Wallace Dunlap, g.m. WDAF-TV 494,323 124 | George R. Torge, st. m.; Nicholas 
Springfleld WHYN-TV 198,000 *— Wm. A. Bates, st. m.; E. Manne | J. Malter, sis. m. 
mg bey _S- m.; Patrick Russo, sls. m. | WBUF-TV 196,000 — 
a >= = Kirksville KTVO ee | Sherwin Grossman, p.: Gary L 
a Bane 3. onior Ghent 
gy RR gs St.Joseph = KFEQ-TV 141,731 — WGR-TV 481,838" 216 
Barton Pitts, g. m.; Glenn G. Gris- J. Joseph Bernard, v. p. & sis. m. 
MICHIGAN wold, ¢c. m. G. Paschall Swift, sls. m. *Plu- 
Bon Avber WPAG-TV 28,000 se St. Louis KSD-TV 839,370 65 | 404,305 in Canada. 
Edward F. Baughn, g. m.: Ken- George M. Burbach, ¢. m.; Guy | Carthage WCNY-TV 76,900 = 
neth MacDonald, ‘sls. ey E. Yeldell, sls. m. | (Water- Louis Saiff, Jr.. ¢.m Alfred M 
Bay City WNEM-TV 312,555 15 | KTVI 408,714 — oun) > oe OS. 
O. W. Myers, v.p. & ¢. m.; John J. | Paul E. Peltason. p. & g. m. Ktagsten ng 
Keenan, sls. m. } KWE-TV 7 500 Robert 'L. Sabin. v = & 4 m. 
Cadillac Wwwtv 319,241 _ Robert T. Convey, p. & &. m.; 5 o_o : 
David F. Milligan, ¢. m.; Gene Vv. E. Carmichael, v.p. & sls. d. New York WABC-TV 4,730,000 _ 
Ellerman, sls. m. | Sedalia KDRO-TV 57,000 eae Robert L. Stone, g¢. m.; Joseph 
Detroit CKLW-TV 1,400,000 — | H. W. Brandes, ¢. m.; Jimmy waa cannes 3,000 
E. Campeau, p. & g. m.: E Glenn, sls. m. George L BarenBresge a. m. & 
Wilson Wardell, gen. sls. m. Springtield KTTS-TV 87,774 sis. m 7 = , . 
WIBK-TV 1,590,000 700 | G. Pearson Ward, v.p. & ¢. m WATV (sce Newark) 
Bill Michaels, mng. d.: Maurice KYTV 102,57 — | WCBS-TYV 4,730,000 3,000 
McMurray, nat. sls. m. R. L. Stufflebam, co-mgr. & c. Sam Cook "Digges gs. m Frank 
WWJ-TV 1,580,000 600 m.; Carl Fox, co-mgr. Shakespeare, sls. m. 
ae = eg m.: Don | MONTANA (Continued on page 96) 
WXYZ-TV 1,528,000 — Billin: KOOK-TV 25, = pas ane =—_ 
James G. Riddell, p. & g. m.; John | ws Vv. V. “Bud” Clark, g. m.; Jobn 
pu in ~ Pival, v.p. chge. tv. H. Conner, c. m. - 
int ‘IRT—(12) Jan. °56 Y al 
Grand Rapids WOOD-TV 549,149 150 | 7 gg ey ee 
ba | era. g. m.: Arthur | - m ene > 
. Swift, gen. sls. m. } Pasa 
Kalamazoo WKZO-TV 595,050 200 | GreatFalls KFBB-TV 24,000 = | 
Carl E. Lee, v.p. & mng. d.: | J. P. Wilkins, g. m.; W. C. Blanch- 
Donald W. DeSmit, sls. m. otte, st. m. 
Lansing WJIM-TV 435,980 1,000 Missoula KGVO-TV 20,708 —_ 
Howard Finch, v.p. & g m.: Rich- A. J. Mosby, p. & m.: Hugh 
ard E. Nason, oprtns. d. Bader, loc. sls. m. 
WTOM-TV ‘ = : 
Ln @. Christin, g.m.: Leonard P. | NEBRASKA | Telev ision 
rankel, sls. m. : , o Ty 
Marquette | WDMJ-TV—(6) Jan. ’56 | Peay , ny nae 70m "06 Sketchbook 
Saginaw WKNX-TV apaseo | | FOS Center © ae 


Traverse City 


Austin 


Duluth 
(Superior, 
Wisc.) 


Minneapolis- 
St. Paul 


Kochester 


Hattiesburg 
dackson 


Howard H. Wolfe, st. m.; Robert 
M. Chandler, c. m. 

WPBN-TV 48,203 _— 

John Anderson, st. m.; R. E. Det- 
wiler, ¢c. m. 


MINNESOTA 


KMMT-TV 54,515 
Gene Loffler, m.; Don E. Inma 
sle. d. 
KDAL-TV 106,500 
— Le Masurier, 


s. m.; Odin 


: m 
Thomas Gavin, sls. m. 
KSTP-TV 615,000 200 
Stanley E. Hubbard, p. & g¢. 
Marvin Rosene, gen. sls. m. 
Wwoco-TV ——_— ad 
F. Van Konynenburg, exec. v.p. 
g.m.; Robert N. Ekstrum, sls. 
WTON-TV 600,000 
Miller C. Robertson, v. p. & g. m.: 
David Cole, tv sls. m. 
KEYD-TV 630,000 
Robert M. Purcell, mng. d.: 
L. Whiting, v.p. & c. m. 
KROC-TV 69,788 52 
Williard Lampman, st. m.; War 
ren L. Miller, gen. sls. m. 


[Bm 


lee 


MISSISSIPPI 
WDAM-TV—(9) March 1, °56 
WLBT 157,000 28 
Fred Beard, m.; Frank Gentry. 
e. sls. m. 
watv 128,000 om 
Owens F. Alexander, si. m.: 


Bill Carlier, sls. m. 


Noldrege 
(Kearney) 


Lincoln 


Omaha 


Scottsbluff 


Henderson 
Las Vegas 


Reno 


Manchester 
Mt. Washing- 
ton 


Newark 


(NewYork) Irving R. 


F. Wayne Brewster, p. (Satellite 
of KHOL-TV, Holdrege). 

KHOL-TV 80,037 — 

McPhil- 


Jack Gilbert, st. m.; Al 
lamy, . mee 
KOLN-TV 129,426 


A. James Ebel, m.; Thomas L. 
Young, sls. m. 

KMTV 317,494 150 

Owen Saddler, ex. v.p. & g. m.: 
Arden Swisher, ¢g. sls. m. 

Wwow-TV 322,792 

Frank P. Fogarty, v.p. & ¢. m.: 
Fred Ebener, sls. m. 

KSTF ee 

William C. Grove, g. m.; C. P. 
Cahill, c. m. (Satellite of KF BC- 
TV Cheyenne, Wyo.) 


NEVADA 
KLRJ-TV 30,000 
Bob Gardner, g. m.; 

loc. sls. m. 
KLAS-TV 28,600 a 
Marian Y. Komar, ¢. m. & nat. 

sls m.; Alex Gold, loc. sls. m. 
KZTV 21,316 — 
Harry Huey, g. m.; Richard Colon. 

devit. d. 


NEW HAMPSHIRE 
WMUR-TV 469,017 


Norman A. Gittleson, ex. v.p. & 
g. m.; Gordon E, Moore, sls. m. 


WMTW (see Poland Spring, Me.) 


NEW JERSEY 
WATV 4,730,000 _ 
Rosenhaus, p. & g. m.: 
William Crawford, sls. d. 


12 
Pat Burke, 


Timely 


(A Program Aid) 


and practical 


working scripts for the pres- 
entation of songs i drama- 
tic, comic and pictorial 


fash 


ion. 


The very latest song hits 
as well as the standard favor- 
ites are developed into pho- 
togenic sketches which can 


be 
plet 
duc 


used effectively as com- 
e musical shows, as Ppro- 
tion numbers in variety 


programs or as scene-setting 
segments. a 

There are dozens of ways 
in which you can adapt the 
BMI Sketchbook to advan- 
tage. 


A 


BROA 


NEW 


YORK « 


Monthly BMI TV Service 


DCAST MUSIC, INC. 


CHICAGO « HOLLYWOOD 


TORONTO ¢ MONTREAL 
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City Station Vhi Uh! Color 
WOR-TV 4,730,000 
— om gs. m.; Charles Phil- 
wrx * 7.:730,000 _ 
Fred M. Thrower, g. m.; John A. 
Paterson, sis. m. 
WRCA-TV 4,739,000 3,000 
Hamilton Shea, g. m.; Jay J. 
Heitin, sls. m. 
Rochester WHAM-TV 320,000 * 50 
William Fay, p. & g. m.; John W. 
Kennedy. Jr., v.p. & g. sls. m. 
* Plus 75,000 Canadian coverage. 
WHEC-TV 295,500 _ 
C. Glover DeLaney, v.p. & ¢£. 
LeMoine C. Wheeler, g. db. rr 
WVET-TV 295.500 200 
Ervin F. Lyke, p. & g. m.;: 
Arthur Murrellwright, g. sls. a 
Schenectady WRGB 453,300 
( - Raymond W. Welpott, st. m.; Rob 
) ert F. Reid. sis. m. 
Syracuse WHEN-TV 373,201 650 
Paul Adanti. v.p. & f§. @™.; 
Frederick Menzies, c. m. 
WSYR-TV 372,160 300 
E. R. Vadeboncoeur, p. & g. m.: 
W. R. Alford, nat. sls. d. 
Ctlea WKTV 198,750 215 
Michael C. Fusco, g. m. & sls. m. 
NORTH CAROLINA 
Anheville WISE-TV 17,000 _ 
Harold H. Thoms, p. & st. m 
Joseph J. Master. «. m. 
WLOS-TV 372,180 
. E. Edmonds, g. m.; Bradley H. 
Roberts, c. m. 
Chariette WBTV 518,180 166 
Charles H. Crutchfield, ex. v.p. & 
g. m.; Wallace J. Jorgenson, gen. 
sls. m 
Durham WTVD 285,540 21 
Harmon L. Duncan, p. & g. m.: 
Mike Thompson, sls. m. 
Fayetteville ae nas ee _ 
W. Allen, exec. v. p. & m 
ann B. Belche, c. m. 
Greensboro WFMY-TV 352,655 
Gaines Kelley, ¢. m.; Joseph : 
Lake, c. d. 
Greenville WNCT 142,820 50 
A. hey Campbell, g. m.; John 
Gg. . Jr., c mM. 
Kaleigh WNAO-TV 140,250 27 
John H. Bone, g. m.; Earl Welde. 
ec. m. 
Washington WITN 143,500 300 
W. R. Roberson, Jr., p. & g. m. 
T. H. Patterson, c. m. 
Wilmington WMFD-TV 72,500 _ 
R. A. Dunlea, Jr.. m.; Claud 
O’Shields, sls. m. 
Winston- WSJS-TV 636,421 
Salem Harold Essex, ex. v.p. & ¢. m 
Harry B. Shaw, sis. m. 
WTOB-TV 112,469 _ 
John G. Johnson, g. m. 
NORTH DAKOTA 
Bismarck KBMB-TV 26,800 
John W. Boler, p.; Fred Drewry. 
ec. m. 
KFYR-TV 28,750 — 
F. BE. Fitzsimmonds, ex. v.p.: 
. L. Anderson, sis. m. 
Vargo WDAY-TV 30, 
= — st. m.; Tom Barnes. 
KXgS-TV (see Valley City) 
Minot KCJB-TV 28,000 
John W. Boler, p. & g. m.; : Robert 
Bausman, res. m. 
Valley City KXJB-TV 92,000 300 
John W. Boler, p. & g. m.; Wm. 1. 
Hurley, v.p. chee. sls. 
OHIO 
Akron WAKR-TV 174,066 _ 
S. Bernard Berk, p.; Roger G 
Berk, v.p. & g.m. 
Ashtabula WICA-TV 116,285 a 
John A. Colin, g. m.; Donaki 
Fassett, bus. m. 
Cincinnati WCPO-TV 767,729 _ 
M. C. Watters, vp. & g. m.: 
Patrick H. Crafton, nat. sls. m. 
WKRC-TV 767,728 . | spa 
David G. Taft, ex. v.p. & ¢. 
Robert T. Schlinkert, g. = m 
WLW-T 525,000 92 
R. E. Dunville, p.; Robert Boul 
ware, st. m. 
Cleveland WEWS 1,187,990 


James C. Hanrahan, gs. m.: John 
H. Foley. loc. sis. m. 

WNBK 1,216,000 1073 

Lloyd E. Yoder, g¢. m.: Curtis D. 
Peck, operats. d. 

WXEL 1,186,800 — 

R. C. Wright, c. m. 
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City Station Vht Unt Color City Station Vhi Unf Color 
Columbus WBNS-TV 472,702 _ WFIL-TV 2,105,636 : 1,000 
Riehard A. Borel, tv d.; Robert Roger W. Clipp, ¢. m.; Kenneth 
ee sls. m. w. Sree = als. —- 
James Leonard, v.p. & . m.; R. V. Tooke, g. m.; Alexander W. 
Charles Dodsworth, sls. Dannenbaum, Jr. ec. m. 
WTVN-TV 381,451 Pitteburgh KDKA-TV 1,200,000 
Joseph W. McGough, g. m.; Rob- Harold C. Lund, g. m.; Leva rg 
ert C. Wiegand, asst. g. m. oan els. * 
Dayton WHIO-TV 637,330 : ,000 _ 
Robert H. Moody, gs. m.; Walter Larry H. Israel, v.p. & g. m.; 
E. Wolaver, c. m. Vera Oldenburg, sls. serv. m. 
WLW-D 331,000 oo WIIC—(11) Feb. °56 
* oe —. vp. & sg. m.: Reading bh ont + wake ss eae 
eorge . c& m. ‘ » Bes 
Lima WIMA-TV _ 82,638 — Sill, exec. v.p. 
ne a 4 } Tag > & g. m.: Seranton ag = ¥ Eo 
elier,. ioc. sis. Mm. ° . 3 
Steubenville WSTV-TV 1,074,415 oe = anes m. 
3 pane 
dona 5. Sams, anes, v ert = Robert E. McDowell, st. m.:George 
Toledo WSPD-TV 376,890 7 | — g. “s0.000 m. 
Allen L. Haid, v.p. & me = 
Bill Ashworth, oat, sls. m. Thomas W. Jones, g. m.; George 
Youngstown WFMJ-TV 175,033 150 een, prem. d. 
William F. Maag, Jr., p.; Mitch Wilkes-Barre WBRE- 276,000 120 
Stanley, st. m. & sls. m. David “+ Baltimore, v.p. & g. m.; 
WKBN-TV 180,348 225 rx I Lewis, sls. 17 on or 
W. P. Williamson, Jr., p. & g. m.; wr Vv 
J. L. Bowden, st. d. Roy E. Morgan, ex. + i Thomas 
Zanesville WHIZ-TV 45,000 _ isos J Shelburne. m. +. 
Allan Land, mng. d.; Nate Milder. | A sate weae. a —(36) ton, 35 
— Richard E. Burg, st. m.; Robert 
M. Stough, sls. m. 
OKLAHOMA WSBA-TV 106,700 _ 
Ada KTEN 88,590 _— Louis J. Appell, Jr., p 
Bill Hoover. v.p. & g¢. m.; Brown 
Morris, sec. treas. & st. m. RHODE ISLAND 
Enid KGEO-TV 306,000 Providence WJAR-TV 1,404,002 200 
George Streets, sec. & m.; Tom Peter B. James, st. m.; Ed Bog- 
Belcher, sls. m. hosian, sls. m. 
Lawton KSWO-TV 70,000 _ WPRO-TV 1,404,002 = 
Ross B. Baker, st. m.: Al Shore, William S. Cherry, Jr., p. 
sls. m. 
Muskogee KTVX 283,950 — 
L. A. Blust, Jr., v.p. & g. m.; Ben SOUTH CAROLINA 
Holmes, nat. sls. m. a . wail-TV _ 
ik KTV 220,006 —_ nderso * 550 
. oo R. Mack Lester, st. m.; Ray Wil- bag = <q yea Ss. m3 Fisher 
. m. 
Biers akg ms eh | ON Rete a a 
T. Bell, v.p. & g. m.; Fred 
ee - By - ne ‘ Ralph E. Thornley, renl. sls. m. 
WKY-TV 349,293 118 WUSN-TV 122,000 
P. A. Sugg, ex. v.p. & st. m.;: J. Drayton Hastie, p. & g. m.; 
John Haberlan, nat. sls. m. Grange Cuthbert, c. m. 
Tulse TV 912 60 Columbia WCOS-TV : 95,000 eed 
C. Wrede Petersmeyer, p. & g. m.: Chas. W. Pittman, p. & g. m.; 
Jim Richdale, c. m. ma. wae. sls. m. : 
KVOO-TV 250,000 500 085 _ 
C. B. Akers, st. m.; John Devine, — — mng. d.; Law 
8, 
te 8 WNOK-TV 96,000 — 
EGON H. Moody McElveen, Jr., g. m. & 
OR v e. 
Kugen KVAL-TV 61,310 — Florence WBTW_ 153,810 
eee. J. Wigton Quien, ene. €: Wetec 
ell, sls. m. aj € 
Klamath Falis KFJI-TV—(2) Jan. °56 Greenville WFBC-TV 387,044 : 20 
Medford KBES-TV 31,500 B. T. Whitmire, m.; R. Q. Glass, 
Jerold R. Poulos, m.; Edward P ons: c. m. sinzaiie 
Barnett, sls. m. _ 
Portland KOIN-TV 340,000 200 Ben K. McKinnon, v.p., g. m. & 
C. Howard Lane, v.p. & mng. d.; sis. m. 
John L. Palmer, nat. sls. m. 
KPTV 342,072 300 
Russell K. Olsen, mng. d.; Donald SOUTH DAKOTA 
Tykeson, sls. m. Florence KDLO-TV 173,586 one 
KLOR 310,000 — Joseph L. Floyd, p.; E. A. Nord, 
8. John Schile, g. m.; Jack Was- g. m. & sis. m. (Satellite of 
san, loc. sls. m. KELO-TV Sioux Falls.) 
Rapid City KOTA-TV 10, 650 
PENNSYLVANIA eg Bree: © Seat A. Crow- 
Altoona WFBG-TV 537,452 — } Sioux Falls KELO-TV 173,586 
Jack Snyder, mng. d.; George Joseph L. Floyd, p.; E. A. Nord. 
Burgeon, oper. m. g. m. & sls. m. 
Bethlehem WLEV-TV 71,450 —_— | 
E)}wood C. Anderson, st. m.; George | 
H. Ettele, c. m. . TENNESSEE 
Easton WGLV 106,144 — | 7 4 
Nelson S. Rounsley, bus. m. Chattanooga WDEF-TV 154,413 aree 50 
; 500 - Harold E. Anderson, g. m.; Otis H. 
omy waew 218 see | Segler, tv sls. m. 
Ben McLaughlin, g. m.; Karl R. | jackson WDXLTV 92,000 ot 
a ini 268 Aaron B. Robinson, p. & ¢. m. 
Charles E. De ‘oor aon Jack Murphy, sls. m. 
Bove. Co ee EF Pom | Johnson City WJHI-TV 185,316 = 
Harrisburg WCMB-TV + aia oe Jr., V.D., §. mM. 
Ed K. Smith, ¢. m. | Knoxville | WATE-TV 228,670 Siow 
warty 193,002 — | W. H. Linebaugh, g. m.; John T 
A. K. Redmond, ¢g. & c. m. } ‘MeCloud, e =. _— , 
WIPAa 193, WTVK * "471,000 80 
— J. nae. g. m.; Allen P. John A. Engelbrecht "D = 
oO ada, . . - . ° 
& sis. m. 
dehastewn =6©. WARD-T'V 60,000 =— | Memphis WHBQ-TV 379,747 23 
ae J. Butterfield, g. m. & sis. John Cleghorn, v.p. & g. m.: L. O. 
WJAC-TV 908,287 300 sek SR = 
Alvin D. Schrott, g. m.; John H. H. W. Slavick, . m.: Earl More- 
Hepburn, sis. m. | land, asst. m. tv opertns. 
Lancaster WGAL-TV 912,950 30 WREC-TV—(3) Jan. °56 
eee st. m.: Leroy K. Nashville WSIX-TV 16,040 nar 
Philadelphia WCAU-TV 2,094,852 pant) R. D. Stanford, Jr. p. & g. m.: 


Donald W. Thornburgh, p. & g. m. 
Robert M. McGredy, sls. m. 


James L. Harper, asst. to p. 
(Continued on page 99) 








In the picture 


A producer with a remarkable background, George Haight, director of programming 
in Hollywood for McCann-Erickson, has been appointed vice president in charge of the 


PS Sa S18 





tv-radio department in New York. Mr. Haight, who will report to Terence Clyne, has had 
agency responsibility for Chrysler’s Climax and Shower of Stars, originating live from the 
ne coast. Earlier, he produced Four Star Playhouse and was associated with Robert Mont- 
~ gomery Presents. A graduate of Washington College, Chesterton, Md., and of the celebrated 
4 George Pierce Baker’s 47 Workshop at Yale, the new vice president has co-authored two 
re Broadway plays (Goodbye Again and Sweet Mystery of Life), produced New York dramas 
—~ (including Wednesday's Child), been an associate producer for Samuel Goldwyn (Marco 
: Polo) and producer of many important features for RKO and MGM. 
se Gardner Advertising, St. Louis, has elected Elmer G. Marshutz 
mf (1) board chairman and Charles E. Claggett, president. Mr. 
rt Marshutz joined the agency as account executive for Ralston-Purina 


- in 1928, later succeeded the founder as president, a post he’s held 
21 years. In that time, billings have risen from $2 million to $19 
0 million-plus. Mr. Claggett, heretofore senior v.p. and general 











ij manager, joined Gardner in 1931 as a copywriter after earlier 
- newspaper writing. Among other things, he formed the agency’s 

radio department and developed the famous Tom Mix show that 
, has proved the durable model for tv-am cowboy programming. 
r 
- “Particularly gratifying after recent sharp increases in our own billing,” says Emil 
ea Mogul, president, is the merging of Storm & Klein with the agency that bears his name. 
z The union is effective after the first of the year, with Storm & Klein operating from its 
3 present offices, 331 Madison Ave., New York, until larger quarters for both units are 
: found. Most of S&K’s 25 staffers will transfer to the Emil Mogul Co., including Edward 
Klein, executive v.p. and treasurer who becomes senior vice president and group head; 
« Charles Storm, executive committee chairman who becomes account supervisor, and 
" George Balterman, who retains his vice presidency. (Allston E. Storm, president, will retire 
‘ Dec. 31.) The move also includes a number of S&K clients, including important distillery 
. accounts, which may bring Mogul billings to $10 million for 1956. 
‘ 

Bryan Houston (r), president of the agency named for him, 

has assumed the board chairmanship to devote more of his time— 
7 and spirited leadership—to plans board operations. Mr. Houston, 
’ a ranch-raised Texan, is succeeded by William R. Hillenbrand, 
E 40, who has served as the agency’s vice president and director for 
_ the past three years. Previously, Mr. Hillenbrand was associated 
: with Procter & Gamble for 15 years, where he rose to product 

managership. He joined Bryan Houston, formerly Sherman & 
‘ Marquette, as an account executive in 1952. He is married, the 
: father of two children and likes sailing, hunting and fishing. 
i" Chairman of the Association of National Advertisers for the new year is Edwin W. Ebel 
- who, in corporate life, is vice president and marketing director of General Foods. Mr. 
‘ Ebel joined the important corporation in 1948 at its Gaines Division, Kankakee, Ill, and 


quickly won the promotions that led to his current title. He is a native New Yorker who 
spent his boyhood in Madison, N. J., and got his start as an office boy with Calkins & 
Holden in 1919. While there, he explored marketing research to help solve client problems, 
ultimately became a specialist in it and, incidentally, a founder of the American Marketing 
Assn. He has also served with Tracey-Locke-Dawson, Pedlar & Ryan and, during the war, 
as a major in the Quartermaster General's office. When he lived on a farm, he liked to 


breed dogs and ride, but now, a resident of Chappaqua, N. Y., he has time only to read. 
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In the picture 


The president of Westinghouse Broadcasting Co. (with its four tv and five radio stations) 
since early 1954, Chris J. Witting, 40, has now been named general manager of consumer 
products, Westinghouse Electric Corp., and proposed for election as a vice president. Mr. 
Witting, who was responsible for Westinghouse’s acquiring KPIX San Francisco and KDKA 
Pittsburgh, had previously served as managing director of the Du Mont Network from 
1947 until 1954. After a start with New York banks and the accounting firm of Price, 
Waterhouse, Mr. W. bridged into broadcasting via a wartime assignment to organize 
business operations for the USO. (He also had an assignment with the U. S. Maritime 
Service.) Still a member of the advisory council of Camp Shows—and many other organi- 
zations—he, his wife and four children live in Mr. Whitting’s old home town, Cranford, N. J. 





Donald H. MeGannon (r), vice president and general execu- 
tive of Westinghouse Broadcasting, succeeds Chris Witting as 
president. Mr. McGannon, 35, is a Fordham grad, a former Army 
Major and a resident of Norwalk, Conn. He was with Du Mont 
from 1952-54, latterly as general manager of o&o’s. Franklin A. 
Tooke, former g.m. of Kyw Philadelphia, now manages WBZ-TV 
Boston in another executive appointment by Westinghouse. 
(Former manager W. C. Swartley has been upped to v.p. for Boston 
activities.) A native Hoosier and a DePauw alumnus, Mr. Tooke 
has been with Westinghouse Broadcasting ever since 1935. 





CBS-Columbia, Long Island City, the tv and radio receiver manufacturing division of 
CBS, Inc., has a new vice president in charge of sales, Norman C. Owen. Like the divi- 
sion president, Mr. Owen comes to CBS-Columbia from the Zenith Radio Corp., Chicago, 
where he was vice president in charge of distribution. Previously, he held the top post of 
president (and director) of the Webster-Chicago Corp. and, before that, important sales 
and merchandising assignments in the home entertainment unit field. Norm Owen was a 
student (and football star) at Luther College, Decorah, Iowa, served as a Lieutenant 
Commander in the Navy and is an enthusiastic horseman— in spite of a cracked ankle. He 
and Mrs. Owen have a daughter, a student at the University of Colorado, and, up to now, 
the family considered home as Libertyville, Ill. 





The appointment of Julian Field as senior vice president and creative director has been : 
announced by Lennen & Newell. Interestingly, Mr. Field got his first advertising job in 
New York with the same agency, then Lennen & Mitchell, becoming a vice president two 
years later. Subsequently, he spent 11 years with William Esty where he was copy chief 
and creative director and where he worked with Adolph Toigo and Thomas Butcher, now 
president and executive v.p., respectively, at L&N. Mr. Field’s advertising service roster 
also includes Ted Bates and Grey Advertising. The new vice president, who will be making 
quick trips to the Lennen & Newell Hollywood offices from his New York headquarters, 
lives in Manhattan. He was born in Chicago, received his degree (in journalism) from 
the University of Wisconsin, class of ’24, and manages to keep trim with tennis. 





William Dozier, director of network programs in Hollywood for CBS Television, has 
joined RKO Radio Pictures, Inc. as vice president in charge of production. That organi- 
zation, in turn, has merged with General Teleradio (which bought RKO from Howard 
Hughes for $25 million last summer) to form the first tv-radio-movie company in enter- 
tainment history, RKO Teleradio Pictures, Inc. Bill Dozier’s been around. Starting as a 
Jesuit novice, he was forced by illness to change to law, was an English teacher before he 
got his B.A. from Creighton U. in Omaha. He became literary agent (James Hilton, Sin- 
clair Lewis) and got into motion pictures when he sold the Mrs. Miniver and Andy Hardy 
ideas to MGM. Then he was at Paramount with Buddy De Sylva, RKO where he entered 
production, U-I and with Samuel Goldwyn. Father of two, he’s married to Ann Ruther- 
ford, divorced from Joan Fontaine. 
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Set Count (Cont'd jrom page 96) 





City Station Vhf Uhf Color 
WSM-TV 276,010 165 
John H. DeWitt, p.; Irving Waugh, 
ec. m. 
WLAC-TV 319,667 _ 
T. B. Baker, Jr., ex. v.p. & g. m.; 
Robert M. Reuschle, nat. sls. m. 
TEXAS 
Abilene KRBC-TV 59,540 
Dale Ackers, p. & g. m.; Forest 
Lane, nat. sls. m. 
Amarillo KFDA-TV 78,505 
Ed Moore, g. m.; Dan Hayslett, 
nat. sls. rep. 
KGNC-TV 78,526 — 
Bob Watson, st. m. & pgm. d.; 
Kin Raley, tv sls. m. 
Austin KTBC-TV 133,106 
J. C. Kellam, g. m.; O. P. (Bob) 
Bobbitt, ele. m. 
Beaumont KBMT 53,000 _ 
Randolph C. Reed, p. & g. m. 
KFDM-TV 107.000 _ 
Mott M. Johnson, opr. & c. m.; 
Louis Durst, sls. m. 
Big Spring KBST-TV — —_ 
William J. Wallace, p. & g. m. 
Corpus KVDO-TV 50,350 — 
Christi L. W. “Bud” Smith, g. m.; Bob 
Williams, c. m. 
Dallas KRLD-TV 554,392 250 
(Ft. Worth) ~~ § Flynn, st. m.: Gene Cuny, 
WFAA-TV 431,489 150 
Ralph Nimmons, st. m.; Mike 
Shapiro, c. m. 
KFIZ-TV 520,000 — 
Charles B. Jordan, v.p. & g. m.; 
John Hopkins, asst. g. m. & 
ce. m. 
El Paso KROD-TV 80,714 28 
Val Lawrence, v.p. & g. m.; Dick 
Watts, gen. sls. m. 
KTSM-TV 78,067 _— 
Karl O. Wyler, p. & ¢. m.; Roy 
T. Chapman, v.p. & sls. m. 
Fort Worth WBAP-TV 510,000 325 
(Dallas) George Cranston, st. m.; Roy 
Bacus, c. m. 
Galveston KGUL-TV 459,250 —_— 
Paul E. Taft, p. & g. m.; Robert 
S. Wilson, ¢. sls. m. 
Harlingen KGBT-TV 81,089 — 
Troy McDaniel, g. m.; Ingham S. 
Roberts, c. m. 
Houston KGUL-TV (see Galveston) 
KPRC-TV 415,000 100 
Jack Harris, v.p. & g. m.; Jack 
McGrew, asst. m. & c. m. 
KTRK-TV 445,000 360 
Willard E. Walbridge, exec. v.p. & 
g. m.; Bill Bennett, c. m. 
Laredo KHAD-TV ——— — 
Shaun F. Murphy, m. 
Longview KTVE 48, 000 —_ 
Barre Monigold, st. m.: A. James 
Henry, g. m. 
KLTV (see Tyler) 
Lubbock KCBD-TV 88,201 100 
Joseph H. Bryaat, p. & g. m.; 
George L. Tarter, c. m. 
KDUB-TV 108,003 25 
W. D. (Dub) Rogers, p.; E. A. 
Hassett, nat. sls. m. 
Lufkin KTRE-TV 37,176 _ 
Richman Lewin, v.p. & g. m.; 
Murphy Martin, sls. m. 
Midland KMID-TV 54,000 
ard anion. g.m.; Lambert Cain, 
Odessa KOSA. TV—(?) Jan. °5 


San Angelo 


San Antonio 


Temple 


Texarkana 
(Tex.-Ark.) 


Tyler 


Waco 


KTXL-TV 42,903 

J. H. Hubbard, g.m.; George Olsen, 
ce. m. 

KENS-TV 279,637 61 

Albert D. Johnson, g. m.; Wayne 
Kearl, c. m. 

WOAI-TV 279,637 67 

James M. Gaines, v.p. & g. m.; 
Ed V. Cheviot, c. sls. m. 

KCOR-TV a 

W. P. Smythe, hee & g. m. :R. § 
Cortez, Jr., m. 

KCEN-TV sa ane —_ 

Burton 


Harry Abbott, st. m.; 

Bishop, g. m. 
KCMC-TV_ 161,360 : 
Walter M. Windsor, g. m. & c. m. 
KLTV 102,957 a 
Marshall H. Pengra, g. m. 
KANG-TV 55,783 — 


Bob Walker, st. m.; Chas. L. 


Howell, sls. m. 
KCEN-TV (see Temple) 
KWTX-TV_ 113,905 
M. N. Bostick, v.p. & g. m. : Mack 
Brinegar, sls. m. 








City Station Vhi Unt Color 
Weslaco KRGV-TV 74,683* _— 
Byron W. Ogle, exec. d. & ¢. m.: 
Kenneth E. Markel, nat. & rgnl. 
ce. m. *Plus 8,000 in Mexico. 
Wichita Falls KFDX-TV 104,830 100 
Howard H. Fry, exec. v.p., g. m. & 
sls. m. 
KWFT-TV wr 
A. L. Pierce, st. m.; Blaine Corn- 
well, sls. m. 
UTAH 
Salt Lake KSL-TV 193,000 ef 
City D. Lennox Murdoch, v.p. & g. m.: 
Edward B. (Ted) Kimball, g. 
sls. m. 
KTVT 186,000 175 
G. Bennett Larson, p. & g. m.; 
Harold Woolley, tv sis. m. 
KUTV 192,750 _— 
Brent Kirk, st. m. & ¢. sls. m.; 
Robert B. Smith, nat. sls. m. 
VERMONT 
Burlington WCAX-TV 130,000 _ 
Stuart T. Martin, g. m.; John A. 
Dobson, sls. m. 
VIRGINIA 
Hampton WVEC-TV (see Norfolk) 
Harrisonburg WSVA-TV 119,525 om 
Frederick L. Allman, p. & g. m.; 
Howard C. Evans, sls. m. 
Lynchburg WLVA-TV 231,000 — 
Philip P. Allen, v.p. & g. m.; 
Joseph F. Wright, Jr., sls. m. 
Norfolk WTAR-TV 378,425 50 
Campbell Arnoux, p. & ¢€. m.; 
rt M. Lambe, gen. sls. m. 
WVEC-TV 155,000 150 
Thomas P. Chisman, p. & g. m.; 
Harrol A. Brauer, Jr., v.p. & 
als. d. 
Petersburg WXEX-TV 415,000 200 
Irvin G. Abeloff, v.p. & g. m.; 
George R. Oliviere, sls. m. 
Portsmouth WTOV-TV 
A. V. Bamford, g. m. Winston 
Bright, c. m. 
Richmend WwTtvkR 498,747 300 
Wilbur M. Havens, ¢. m. & sls. 
m.; Walter A. Bowry, Jr., asst. 
zg. m. & asst. sls. m. 
WOTV—(29) Jan. ’56 
Roanoke WSLS-TV 366,095 100 
James H. Moore, ex. v.p.; Horace 
Fitzpatrick, asst. & c. m. 
WDBJ-TVY ———— oS 
Ray P. Jordan, mng. d.; John W. 
Harkrader, asst. mng. d. & 
ec. m. 
WASHINGTON 
Bellingham KVOS-TV 201,391 
Rogan Jones, p.; Fred Elsethagen, 
sls. m. 
Pasco KEPR-TV 60,100 —_ 
Thomas C. Bostic, v.p. & 
H. R. Cary, sls. m. (Satellite vot 
KIMA-TV, Yakima) 
Seattle KING-TV 163,200 235 
(Tacoma) Otto P. Brandt, v.p. & g. m.; A. 
P. Hunter, c. m. 
KOMO-TV 163,300 234 
W. W. Warren, ex. v.p. & g. m. 
Bill Hubbach, g. sls. m. 
KTNT-TV 455,500 201 
Len Higgins, m.; Larry Carino, 
ce. m. 
KTVW 168,602 a 
William Veneman, ¢. m.; William 
Rambo, Tacoma sls. m. 
Spokane KHQ-TV 146,257 60 
Richard O. Dunning, p. & g. m.; 
John H. Pindell, c. m 
KXLY-TV 155,914 — 
Richard E. Jones, v.p. & g. m.; 
Robert Struble, sls. m. 
KREM-TV 144,000 36 
Louis Wasmer, owner; Robert H. 
Temple, ¢. m. 
Tacoma KTNT-TV (see Seattle) 
(Seattle) KTVW (see Seattle) 
Yakima KIMA-TV 60,400 — 
(Pasco) Thomas C. Bostic, v.p. & g.m.; 
H. R. Cary, sls. m. 
WEST VIRGINIA 
Bluefield WHIS-TV 185,000 — 
P. T. Flanigan, st. m.; John 
Shott, sls. m. 
Charleston WCHS-TV 423,234 _ 
John T. Gelder, Jr., g. m.; John 


L. Sinclair, Jr., sls. m. rad.-ty 
WHTN-TV (see Huntington) 
WSAZ-TV (see Huntington) 


City 


Station Vhi Unf Color 





Clarksburg 
Huntington 


Oak Hill 
(Beckley) 


Parkersburg 


Wheeling 


Eau Claire 


Green Bay 


La Crosse 


Marinette 
(Green Bay) 


Milwaukee 


Superior 


Wausau 


Cheyenne 


Anchorage 


Fairbanks 


Honolulu 


Wailuku 


Mayaguez 


San Juan 


WBLK-TV—(12) Jan. °56 

WCHS-TV (see Charleston) 

WHTN-TV 202,000 © a= 

Fred Weber, p.: George A. Miller, 
* loc.-rgnl. sis. m 

WSAZ-TV 595,970 150 

Lawrence H. Rogers Il, v.p. & 
gs. m.; Robert E. White, sls. m. 

WOAY-TV 357,230 

Robert R. Thomas, Jr., o. & ¢. m.; 
Vic Ludington, sis. m 

WTAP 35,902 a 

Milton F. Komito, st. m.; Jerry 
Burns, sis. m. 

WTRF-TV 313,850 95 

Robert W. Ferguson, ex. v.p. & 
g. m.; H. Needham Smith, sls 
m. 


WISCONSIN 
WEAU-TV 83,150 a 
Leo Howard, ¢. m. & c. m.; 
Richard Kepler, st. m 
WBAY-TV 235,000 
Burke Farquhar, st. m.; 
C. Nelson, sls. m. 
WMBV-TV (see Marinette) 
WFRV-TV 200,000 
John Schulz, et. m.; 
Gage, rgnl. sis. m 
WKBT 103,000 i 
Howard Dahl, g. m.; Robert Z. 
Morrison, Jr., sls. m. 
WKOW-TYV 125 5,000 — 
Ben F. Hovel, ¢. m.; Robert 
Loomer, sis. m. 
WMTV 125,000 — 
Morton J. Wagner, exec. Vv. p.; 
Peter P. Theg, sis. m 
WMBV-TV 211,440 a 
Joseph D. Mackin, ¢. m.; William 
R. Walker, tv. m. 
wxix 398,255 as 
Edmund C. Bunker, st. m.; Theo- 
dore 0. Shaker, sls. m. 
WTMJ-TV 781,222 220 
Walter J. Damm, g. m., tv. & rad.; 
Neale V. Bakke, sis. m. 
WISN-TV 732,500 — 
I. E. Showerman, v#@. & €. m.: 
L. A. Larson, asst. m. & sis. m 
KDAL-TV (see Duluth, Minn.) 
WDSM-TV (see Duluth, Minn.) 
WSAU-TV 79,300 — 
George T. Frechette, v.p. & ¢. m.; 
Richard D. Dudley, asst. ¢. m. 
&c. m. 


Robert 


Ward 0O. 


WYOMING 
KFBC-TV 49,000 


Wm. C. Grove, g. m.; Charles P. 
Cahill, c. m. 


ALASKA 
KENI-TV 20,876 
Jack D. Ellison, ¢. m.;: 

Duncan, sls. m. 
KTVA 20,000 _— 
A. G. Hiebert, ¢. m. 

KFAR-Tv ——— a= 
James G. Duncan, ¢. m. & chf. 


James @G. 


engenr.; Phil Howarth. sls. m 
KTVF 6,350 a 
Walter A. Welch, m John A. 

Griffin, c. m 

HAWATI 
KHBC-TV 86,500 


J. Howard Worrall, p. (Satellite 
of KGMB-TV, Honolulu) 

KGMB-TV 86,500 _ 

C. Richard Evans, v.p. & ¢. m.: 
Ralph Davison, Jr., ¢. sls. m 


KONA 78.000 == 

John D. Keating, ¢. m.: James 
W. Spencer, nat. sis. m 

KULA-TV 76A32 — 

Jack A. Burnett, exec vp. & 
g. m M Franklyn Warren, 
g. sls. m 

KMAU 86,500 


J. Howard Worrall. p. (Satellite of 
KGMB-TV, Honolulu) 

KMVI-TV a 

J. Walter Cameron, p 


PUERTO RICO 


WORA-TV ——— 
Alfredo R. de Arellano, Jr 
WAPA-TV 43,345 


Delfin Fernandez. g¢. m.: Segis 
Mundo Quinones, c. m. 

WKAQ-TV 75.000 — 

Rafael Marquez, ¢. m.: 
Jorge Luis Rivero, sis. m 
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Merry Christmas: Since the 
Christmas tree is so significant to the 
Yuletide spirit, we accordingly dedi- 
cate this month’s collection of What's 
in a name? to the tree family: Ash 
Dawes is director of production op- 
erations at wtvJ Miami; Maple Wil- 
son, a stockholder of KcBp-tTv Lub- 
bock; the secretary to the Foote, Cone 
& Belding board chairman is named 
Willow Sharp; Bee Pine is women’s 
director at KTVK Phoenix; T. H. 
Birch, an account executive at S. C. 
Baer Agency, New York, and wrapping 
up this Christmas collection of names 
commemorating woody perennials is 
the national sales manager of KRBC-TV 
Abilene, Forest Lane. 


* e 


But one of our favorite names for 
any season of the year belongs to a 
lady in Stubbs & Montgomery, Inc., 
an advertising agency in Chicago. 
She is not only president of the firm 
but also treasurer, account executive, 
media director, 
pect, 


buyer and, we sus- 
an expert with the bow and 
arrow. Her name is Maid Marion 
Montgomery. 


= = ab 

The other week-end we caught one 
of those five-minute shows sponsored 
by Time magazine on ABC, excuse 
the expression, radio. The subject of 
this audio capsule was office signs 
on office walls and what today’s office 
wits have done to the terse THINK 
and SMILE inspirationals of yester- 
year. To wit: Don’t confuse me with 
the facts, my mind is made up. . I'd 
like to help you out, which way did 
you other walls 
you find: Blessed are they who run 
around in circles, for they shall be 
known as wheels. . . I'm fairly stu- 
pid myself, but I have a lot of intell- 
igent help. . . The boss isn’t always 
right, but he’s always the boss. 

And finally, there’s a sign in a 
Rockefeller Plaza office which, the 
narrator suggests, archelogists a few 
thousand years hence, 


come in? Or, on 


inspecting the 
ruins of great U. S. office buildings, 
might use to sum up our whole civil- 
ization: 


If you can keep your head 
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while all about you are losing theirs, 
you probably just don’t understand 
the situation. 
om a m 

Dr. Almon F. Halpern of Dallas, 
speaking recently in Houston to the 
Southern Medical Association, charg- 
ed that television could be an indirect 
though innocent cause of recurrent 
Many kids 
watch tv while “lying on a rug,” 
mold and dust from a rug can touch 
off “allergic” type colds for children 
sensative to such material, Dr. Hal- 
pern said. But happily, the good med- 


colds in some children. 
and 


ical man did not end before reassuring 
the television industry that kids can 
still take tv lying down. He pointed 
out that certain chemicals are avail- 
able for spraying rugs which can 
“quite effectively” 
tory ailments in certain youngsters. 


snuff out respira- 
































Beat the crockery: During the five 
years and seven months Beat the Clock 
has been on tv, a J. Walter Thompson 
publicity release says, 


actors in re- 
hearsals and contestants on the air 
have smashed to smithereens while 
performing the program’s stunts the 
following: 3,368 cups, 3,240 saucers, 
2,474 dinner plates, 1,119 soup plates 
and 1,082 soup bowls. 
at a = 
Mr. Dwight McCann of L. A. was 


all set to get in his car and rush his 
pregnant wife to the hospital. But, 


according to a press release, it was 
8 p. m. and time for Ziv’s Science Fic- 
tion Theatre.(Guess who sent out the 


Well, sir, Mrs. McCann in- 


release? ) 


THE LIGHTER SIDE j fi C aimefra 









sisted on watching the SFT episode. 
Mr. C. stewed. But Mrs. C. stayed. 
And at 8:30, right at the station break, 
a 7-pound, 3-ounce daughter arrived. 
Mother and daughter are fine (no 
mention of father) and Ziv’s Science 
Fiction Theatre you might say, has 


gained a rating point. 
- % ab 


Same old story: All rejected would- 
be tv writers take heart from the ex- 
perience of Rod Serling. Several years 
ago as an unknown he got back a 
script with the advice to give up trying 
to be a tv writer. When Rod Serling 
became a recognized author, he sent 
the same script to the same show. It 
was bought immediately. 
* % x 
We've heard about a parlor-type 
game that’s being played in offices (on 
the bosses’ time) called Sounds Like. 
The idea is to repeat aloud a name of 
a company and then suggest what 
it sounds like. Here are some samples 
involving ad agencies: Sullivan, 
Stauffer, Colwell & Bayles sounds like 
unwrapping tissue paper; Batten, Bar- 


ton, Durstine & Osborn . . . a trunk 
falling down stairs; Arndt, Preston, 
Chapin, Lamb & Keen . a leaky 
faucet. 


Send. us your Sounds Like samples. 
We'll print your name. Then some- 


day you can tell your grandchildren. 
a ap = 


Because 1955 
has been a great year for the television 
industry, many are flushed with pride 
and pocketbook. Appropros of the for- 
mer we'd like to ring out the old year 
with an uplifting quote from John 
Crosby’s The critic in writing 
about the tremendous performance of 
Lloyd Nolan et al in The Caine Mu- 
tiny Court Martial, with this 
thought: ‘ . a week-end in which 
CBS gave us The Caine Mutiny Court 
Martial, NBC gave us Maurice Evans 
in Shaw’s The Devil’s Disciple, ABC 
gave us Alec Guiness in The Lavender 
Hill Mob . . 
potent argument against those who 
claim there’s nothing worth watching 
on television.” 


Happy New Year: 


column. 


ends 


. will make an awfully 





Great Buys to reach the big 
WBAL-TV Baltimore audience 


Here are two shows that have proven 
audience appeal and are successful sales 
producers. Both Annie Oakley and Ramar 
of the Jungle are widely publicized as 
part of Channel Il’s two and one-half 
hours of family entertainment on Saturdays. 





WHEN DOES 
300 Microvolts Per Meter=100 Microvolts Per Meter? 


Enlightened Timebuyers 
Know This: 





Grade A Service Grade B Service 





Channels Microvolts Per Meter Microvolts Per Meter \ F.C.C. 
> Engineering 
2 to 6 2500 220 Standards 








7 to 13 3560 630 

















DID YOU KNOW IT, and that it takes 630 microvolts per meter on Channels 7 to 
13 to produce (at a TV receiver) the same results as 220 microvolts per meter produces 
from stations operating on Channels 2 to 6 for Class “B” service. 


When the standard of 100 mv/m is used to describe a station's service, it is of 
little value without considering the channel upon which the station is transmitting. 

In other words, just as it takes 316 KW of power for stations on Channels 7 to 13 
against 100 KW for Channels 2 to 6, it likewise takes approximately three times the 
signal strength to produce the same results. 


THE FACTS TO REMEMBER 


Whenever considering the power of stations operating in the upper and lower half of 
the Very High Frequency Bands, remember the lower half requires only 1/3 the power 


And 


When considering field strengths in microvolts per meter for the upper half of the band, 
it will require approximately three times the value of the lower half. 


When the 100 microvolt contours for the lower half, Channels 2 to 6, are being 
compared with the upper half of the same band, Channels 7 to 13, the 100 microvolts 
should be multiplied by 3 or 3 x 100 = 300 microvolts per meter. The end result is the 


same as saying 


100 mv/m 
on Ch. 7 to 13 on Ch. 2 to 6 


mmmmes A Service of == = == == == =m Cie ne a 


“THE SOUTH’S FIRST TELEVISION STATION” 


KW 
WTVR 2% 6 


RICHMOND, VIRGINIA 


Represented Nationally By BLAIR TV INC. 








